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= The Philadelphia Record 


had been a penny paper for twenty-four years. 


Following is the comparative statement 
of advertising for the five months which ended 
May 3!, 1901: 


1900. 1901. 
STE cc0.:0s0 + o000 We 1194 
February ......... openes 174% 1178 
\ eae 1460 
\ - AMEE ,.<.-ccck.cccsc-sovo WONG 0 
= - 7 err . M7 152834 
Five months, 1901. 656, 0000s 000ces 635214 
Five months 1900.............- inbdecacna ae 
GORD. .ccr0e boceene s*ee06 ++, 114% 
Co eee ieeenea +c 15,0324 columns. 


For the month of May, 1gol, there was a gain of 1063¢ columns of 
advertising as compared with May, tg00. The amount of advertising 
for last month (152334 columns) exceeds that for any other month in 
the career of THE RECORD. 


Financial advertising is one of the Sunday “Record’s” largest features. 
On Sunday, June 2, the comparative statement of the three leading Phil- 
adelphia papers was as follows: 


PHILADELPHIA RECORD ......... biundcvevankos heessenines 3910 LINES 
ee juve emegeeeneseaeonee 3300 ” 
Nadie cditanlen somites — i sie naan 2900 as 


The published circulations for that Sunday were: 


PHILADELPHIA RECORD....... OA ee re Eee 163,842 
DERI nae casdctegaseseneceesiaaeebewebbess-eresaneeyes 160,259 
Press, no published statement. 


“The Record” is Philadelphia’s biggest paper in every way. 
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Wield the 
Hammer 


of publicity now— 
strike the iron while it is 
glowing. The country is 
prosperous. Activity pre- 
vails everywhere. Business 
is expanding. ‘The people 
have money to spend and 
they DO spend it. 


We are advertising agents. 
We like to hear from mer- 
chants and manufacturers 
who want to expand their 
business or are beginners 
who want to succeed. 


We know the best fields for 
advertising, and the best 
mediums in the best fields. 
We know where the great 
masses of prosperous peo- 
ple live and how they are 
reached. 


We plan, write, illustrate and place advertising. 
All of these, or any desired part. 


Call on or address 


GEO. P. ROWELL @ CO., 
Advertising Agents, 
10 Spruce _treet, New York. 
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A JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE 
VoL. XXXV. 


MIDWAY ADVERTISING 
THE PAN-AMERICAN. 


It has been interesting to watch 
the means adopted by the various 
Midway attractions at Buffalo .o 
excite interest in their offerings. 
Of course, they have had the usual 
parades, the foreigners in_ their 
strange garbs have wandered about 
the streets of the city, the usual 
fake countryman has led his goose 
where the multitude could see him, 
the black darky with white rings 
painted about his eyes and mouth, 
and a dinky topknot tied with red 
ribbon, has sprung hislaugh where 
crowds most do congregate. 

3ut it is the press agent’s work 
I refer to especially. All the Buf 
falo dailies carry an inch or two 
regularly, in the amusement 
column, for each of the Midway 
attractions, but it is in the “spe- 
cial news stories’ that the irre 
pressible and—shall we say irre- 
sponsible—press agent gets in his 
finest work. That it really is fine 
work is evidenced by the conver 
sation | have heard among intelli- 
gent people who have evidently 
believed these stories (or some of 
them) and repeated them to their 
friends who had not been so priv- 
ileged as to read them. 

The wild animal show, 
stance, was heralded by stories, 
columns long with scare heads, 
about a certain fierce tiger, which 
had broken out of his cage while 
being loaded on the cars, how she 
had attacked her owner and would 
surely have killed him if, etc., etc. 
One of my friends told me this 
must be true as the man came to 
Buffalo with head bound up and 
one arm ina sling. Next day, 
there were fresh stories about 
struggles with the beast, ending 
with the announcement that the 
public need not fear to visit the 
show, because the brute had been 
incarcerated in a special cage with 
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steel bars two inches thick, and 
no door of any kind whereby he 
could get out ever again. I have 
heard much sympathy expressed 
for the poor wild creature, shut 
up in one cage forever. How he 
could be put in a welded steel cage 
with no opening—ah, well! it an- 
swered its purpose, this story did, 
and every one wants to see “Ra 
jah.” This morning's paper tells 
of fabulous sums being refused 
for him. I have since been told 
that these same stories are sprung 
on the public whenever the show 
is to open at a new place. 

The “news story” regarding the 
Japanese village came in the shape 
of alleged dispatches from Japan 
regarding the American-Jap who 
went to his native country to 
lect thirty of the loveliest Japa 
nese geisha girls and bring them 
to America especially for the Pan 
American. The story goes that 
he left his country many years ago 


se- 


to escape military duty, but 
thought he would not be recog 
nized, especially as he took the 


precaution of going only to strange 
cities. He got all he wanted but 
two, and in all Japan there were 
not enough girls sufficiently beau 
tifui without going for them to a 
city where he had been in_ his 
youth-—recognized—arrested — ten 
years in the army, etc. The trou 
bles of the timid little Jap girls 
in getting here without their em 
plover and friend made a 
story. I thought of it as T sat 
drinking tea in the Japanese vil 
lage, served by girls in Japanese 
costumes, pretty enough, but un 
mistakably Irish—not timid enough 
to hurt! 

Then came a story about the air 
ship Luna being wrenched away 
from her moorings during a heavy 
wind storm here in Buffalo, fol- 
lowed by the apologies of the man 
agement of “Trip to the Moon” 


good 
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for delay in opening their line. 
They said there was a man asleep 
on the Luna at the time who knew 
something about her machinery, 
and they had no fear but what he 
would manage to get back in a 
few days. If not, they would not 
keep the public waiting too long 
but would build another ship as 
soon as possible. Next day's pa- 
per told of Marconi’s dispatches 
from this man, announcing his 
safe arrival on the moon, and that 
he would be back at 10 a. m. May 
23d ready to take on passengers 
for another trip. I don’t know as 
any intelligent people believed this 
yarn, but it created talk. and I 
know at least one man who be- 
lieved they actually did have an 
air ship and would probably go up 
some distance. No, I was not that 
man, but he was no fool either. 
There was also a story of $500 
being offered by the managers of 
“Cleopatra” for a woman beautiful 
enough to fitly represent the Egyp- 
tian queen in the flesh: how it was 
won by a daughter of a high-spir- 
ited Southern family who needed 
the money, and who consented to 


represent Cleo in the parade on 
condition her name be not di- 
vulged. The public were urged to 
view her dazzling beauty in the 


Dedication day parade—and come 
to the Midway when they wanted 
to see more of her. More of her! 
Great Scott! In the parade she 
was practically naked to the waist 
and there was mighty little left t 
the imagination the rest of the 
way. From appearances this girl 
came from South Buffalo, and 500 
cents about her price. 

Then the public became worked 
up over an Oriental love story. A 
gallant Egyptian youth fell in love 
with one of the wriggle dancers 


and stowed himself away on the 
vessel which was bringing the 
troupe from Constanticairo, won 


the coy maiden’s consent with his 
ardent wooing, and was referred 
to the manager. Said hard-heart- 
ed mamager vetoed marriage till 
the Exposition was over, but final 
ly gave in to tears and pleading 
on condition the youth join the 
troupe_and the marriage take place 
in public on the opening day. And 
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they have been married several 
times every day since, as many 
times as there are performances. 

And the bull in the “Streets of 
Mexico”! Horrible beast whom 
no matador has ever been able to 
conquer! He jumped the guard 
fence during dress rehearsal, the 
day before opening in Buffalo, and 
if the invited audience had _ not 
been spry, etc. Yes, about 23,000 
people paid fifty cents apiece to see 
this fierce animal kill matadors 
and picadores on Dedication day, 
and saw—a poor, frightened he 
cow desperately trying to find a 
way of escape. 

\nd the boy that got lost in the 
maze, locked up in the place at 
night, his cries unheard in the con- 
fusion, found next morning where 
he had sobbed himself to sleep in 
the mud and rain ofastormy night. 

One day appeared a thrillingly 
realistic story about an Arabian 
falling in a horrible fit on the 
street. He threw himself about, 
frothed at the mouth and four men 
could not hold him. In fright the 
bystanders ran for some of his 
fellows, who said they would fix 
him all right in a moment. They 
grabbed a big wooden spear which 
formed part of the decorations, 
and gave it to their suffering coun 
tryman. He eagerly grasped it, 
plunged it repeatedly through his 
arms and legs, and then resumed 


his normal poise, bound up his 
wounds and moved off. They ex 
plained that he was a_ torture 


dancer, that the delay in starting 
their performance had _ interfered 
with his regular dose of torture 
and that if he could not have h 
regular torture about so frequent): 
it brought on these frightfv 
spasms. However, they said, hi 
would be all right hereafter, as 
performances began next day and 
his torture diet would be regular 
at each performance thereafter. 
These i bring up the 
query as to what effect their writ 
ers expected to produce. Did they 
really mean them to be believed, 
or simply to create talk without 


stories 


belief? In the crowds, IT have 
heard so much stray talk about 
them that I have no doubt that 


not one of these stories was so im 
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probable that it did not have nu- 
merous believers — people who 
came to see the animals or the 
people who were heroes of them. 
There are still numerous people, 
strange as it may seem, who are 
ready to swallow most anything 
if it is “in the paper.” Indeed, 
one can hardly blame them when 
the wealth of corroborating de- 
tails is considered. In any case. 
whether by means of derisive com 
ment or honest belief, they certain 
ly arouse curiosity—and that is 
what a Midway thrives on. The 
daily Midway column is most in 
teresting reading. anyhow, and the 
press agents are clever fellows. 
Herpert L. BAKER. 
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ABOUT “CIRCULATION.” 





Readers of Success and of sev- 
eral hundred daily. weekly and 
monthly periodicals of this coun- 
try, do not need to be told that 
Success has conducted a subscrip- 
tion campaign during the past sea- 
son wholly unprecedented in char- 
acter and results. Favorable price 
arrangements having been made 
last fall with various magazines, 
the publishers of Success deter- 
mined to offer to the reading pub- 
lic of America the greatest values 
in periodical literature ever given 
at the combination prices asked. 
The results have absolutely amaz- 
ed. and, in fact, almost over- 
whelmed the different publications 
benefited by the clubbing offers, 
as may be judged from the follow- 
ing figures showing the number 
of Success (annual) subscriptions 
taken between September 20, 1900, 
and April 1, 1901, and the number 
of annual subscriptions sent by 
Success during the same period 
to the publishers of a few of the 
leading magazines: 


DONE. -soncnscnsseesnaee sone SgRREs 
Review of Reviews (all new 
SURGCINTIONED oc ccccvccccscoss 72,514 
CE ic tcscaesecenade 47,890 
ER eee 29,112 
Public Opinion (all new  sub- 
SEE. 55 ecn a sasesennees 19,294 
a eae eee 10,055 


In December, 1899, the circula- 
tion of Success was 75,000. One 
year later, in December, 1900, it 
reached 250,000. The problem of 
printing, binding and mailing this 
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great edition in such a way as to 
make delivery to subscribers on 
the twenty-fifth day of each month 
has become a most difficult one.— 
Success, New York. 
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HE HAS PREJUDICES 
I wasn’t born yesterday. I have 
learned a little since I required the 


doctor’s assistance for the first time. | 
have prejudices which I have picked u 
along with my experience. And I an 
really afraid that when I get the best 
woolens at ten dollars I am getting it 
in the neck. So I'll steer clear of com 
mercial gladiators and read the ads on 


the other sheets of the paper before I 
buy anything.—Apparel Gazette. 





THE great object to be aimed at in 
display is to so construct an advertise 
ment that it will at once draw the at 
tention of readers to itself in the midst 
of the great number of other advertise 
ments This is no simple matter, as 
will be easily recognized. Many per 
plexing and contradictory conditions 
have to be dealt with, such as the sup 
ply of type in newspaper offices, th: 
character of the display of other ad 
vertisers, the rates for special position, 
for breaking columns, for cuts and the 
like; the crankiness and the special ex 


cellence of the advertisement setters 
not to mention the character of the 
goods to be sold.—St, Louis (Mich.) 
Grocer. 

da ethene. 








That You Have Beew 


SHEARED 
tn Wall St., isn’t it high 
time yeu 


OWNED A HOME 


and had a roof of your own 
vver the heads of your wife: 
and children? 


PROPERTY 
Is LOW NOW 


You Can Buy and Pay 
Same as Rent, 
Send us a Postal. 


‘hast 


60 AND 62 LIBERTY SF. 





A PECULIAR ADVERTISEMENT THAT AP- 
PEARED SOON AFTER THE COLLAPSE OF THE 
WALL STREET BOOM, How SHEARED 
LAMBS WERE TO GET THE MONEY IS AN 
INTERESTING QUESTION. 


THE 
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BOSTON CORRESPON- 
DENCE. 
May 27, 1901. 
The Howard Watch Company, 
of this city, has just completed 


for Keene, the big advertising jew- 
eler of New York, the biggest 
watch ever made to keep time. It 
is nearly five feet across the face, 
about two feet thick and has a 
winding stem about twice the size 
of a man’s head. The mammoth 
timepiece is to be erected in front 
of Mr. Keene’s New York estab- 
lishment at 140 Fulton street, and 
to further advertise his fast grow- 
ing business in the metropolis he 
intends to employ from thirty to 
fifty men the year round, each to 
carry a fac-simile of this big 
watch, in a reduced size, fastened 
to their shoulders above their 
heads. 

The full bench of Supreme 
Court of this commonwealth has 
sent down a decision that the use 
of trading stamps is not illegal, 
and the act of 1898, passed to pre- 


vent their use, is declared inef- 
fectual, the court even going so 
far as to intimate that a statute 


prohibiting their use would be un- 
constitutional. The court held 
there was no gambling element in 
the use of the stamps for advertis- 
ing purposes. As a result of this 
ruling the trading stamp concerns 
are hastening back to the Hub to 
open branches. Boston was a pro- 
ductive field for their operations. 
The first to announce themselves 
as ready for business is the 
Amusement Stamp Company. 

\rrangements are being made 
to hold another of the famous 
Boston Food Fairs this year, to 
open October 7 and close Novem- 
ber 2, Frank H. Haynes, of Rox- 
bury, Mass., has been chosen 
general manager 

It is not generally known that 
our ruler of Porto Rico, Gov. 
Charles H. Allen, was once am- 
bitious to become a successful ad 
vertiser, and in his native city of 
Lowell put up a preparation known 
as “Allen’s Root Beer,” and had 
he not met and formed an ac 
quaintance with Congressman Me- 
Kinley, of Ohio, which ripened 


as 
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into a fast friendship, Mr. Alle: 
might to-day be occupying — thx 
proud position held by Charles E 
Hires, the root beer magnate ot 
America. 

The Boston papers announce thi 
incorporation of the C. I. Hoos 
Co., of Lowell, with a capital of 
$1,000,000. It is understood that 
itis a‘ corporation and m 
stock is offered for sale. Asso 
ciated with Mr. Charles I. Hood 
the founder of the business, ar 
Messrs. Everett Stickney, Taylor 
and Albus. The word “close” i 
used above only in a_ semi-legal 
Way, as it is the intention of thx 
house of Hood to continue adver 
tising in a more liberal way than 
heretofore. 

Dr. R. V. Pierce, of Buffalo 
has a gorgeously decorated auto 
mobile on the streets putting out ; 
little leaflet which, besides adver 
tising the doctor's pellets, has sev 
eral pages devoted to the attrac 
tions of the Pan-American Expo 
sition, with minute directions how 
to see the fair, the Falls and th 
medical dispensary. 


cle se é 


The Michigan Condensed Milk 
Company are trying the experi 
ment of paying at the rate ot 
$3,600 a year for a store-room on 
Washington street to display 
therein the premiums they offer 
for coupons given with Standard 
Condensed Milk, and B. T. Bab 


bitt has also rented a location on 
Tremont street and has opened an 
art gallery to push the ‘sales of 
soap with pictures premiums 
\rmour advertised his soap to th 
denizens of the Hub last week hy 
arranging with Ringling Bros. t 
let their elephants become walking 
billboards during the parade of the 


as 


circus. DEAN BowMAN. 
+o 
IT’S HUMAN NATURE 
Many advertisers do not hesliate a 


moment to spend five thousand dollars 
on an ad, but will kick like a mule at 
paying $10 to an expert writer of litera 
ture to write a circular to be se nom to 
the very persons who reply to his $5, 000 


contract. Queer, isn’t it?— Be ryce’s 
Hustler, 
ae 
GIVING TIIIM EXERCISE 

Friend—You con’t seem to be losing 
much by your ad in Printers’ Ink 

Busiman (mopping his brow)—Only 
fat. 
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A Circulation 


In Which Every Copy Counts 


Not a single subscription secured 
by “combination offers”; or in a 
“club” at ‘cut’ price, or by a 
premium. Nota copy returnable 
by a newsdealer. goo,ooo women 
buy The Ladies’ Home Journal 
each month and pay full price 


for it. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 
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WHY JONES’ TABLETS 
FAILED. 
By J. Geo. Frederick 

His theory of advertising—his 
particular dogma—ts that it is en- 
tirely in reiteration. Advertising’s 
a great thing, he says. And he 
commences. He has printed half 
a million cards with ‘Jones’ Tab- 
lets’ on them. That “ought to 
fetch ‘em,” that’s advertising with 
a vengeance, he remarks. He puts 
them in street cars, on fences— 
everywhere, “Jones’ Tablets’ on 
posters. and on billboards supple- 
ment them. You can't walk any- 
where without seeing *Jones’ Tab- 
lets’ somewhere on the way. 

Big orders come in. He makes 
a lot of money. 


But after a few prosperous 
moons his busines: begins to fall— 
slowly, steadily. His brow con- 
tracts and he signs a check for 
more cards and more bills and 
some newspaper space. lt still 


falls. and he signs for more space 
and more cards. No go. Nobody 
can diagnose his case. Wise heads 
say people don't want his tablets. 
And after putting up more bills 
and more cheap cards with ‘Jones’ 
Tablets” on them in bad type, he 
goes under. 

Why? 

Advertising isn't all reiteration, 
though a great part of it is. And 
advertising isn’t a great many 
things that dogma makes men be- 
lieve it is, 

People saw the 
“Jones’ Tablets” cards, and bought 
the article. There was a profitable 
run for a little time. 

But after a while “Jones’ Tab- 
lets’ cards, in the same ink, and 
in the same type, became as much 
a part of the landscape as blue 
sky; and the newspapers’ ads, al- 
ways the same, as much a part of 
them as the date line. They didn’t 
see them any longer. Pedestrians 
noticed the bricks on which they 


first batch of 


trod as much as Jones’ cards. 
They were conscious of their ex- 
isterice. but that was all. Every- 
body knew of Jones’ Tablets. but 
nobody used them. .Therein lay 
Jones’ failure. Good advertising 
makes people use things. not 


merely acquaint them of their ex- 


“youTu, 
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People don’t use things 
because they exist. Of the par- 
ticular merits of Jones’ Tablets 
the people were ignorant. There 
was no earthly inducement to buy 
in the copyrighted name. 

Now, had | been Jones, I would 
have called in the “Jones’ Tablet” 
cards, and I'd have put out cards 
that artists and printers had spent 
time on, and I'd have changed 
them often. My newspaper and 
magazine space would have elicit- 
ed favorable comment and_ ac- 
quainted people with the merits of 
Jones’ Tablets. And if Jones’ 
Tablets were good tablets ‘and 
worth their retail price, I'd have a 
whole village of workers making 
Jones’ Tablets barely fast enough 
to satisfy an eager public. 

People want to buy good things. 
Invent a labor saving drill, and 
10.000 manufacturers will throw 
their old ones on their scrap pile. 
and buy yours. Make a splendid 
roll-top desk for $10 that doesn’t 
fall apart in a twelvemonth and 
doesn’t look cheap, and you won't 
be able to make as many as people 
want to buy. 


istence. 
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AT DELHI. 

The best medium is a newspaper that 
circulates among people who have mon 


NEWS 





ey to spend.—Delhi (N. Y.) Gazette 
WANT AD ILLUSTRATED. 
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LIVING WITH HIS PARENTS AND 
MAYING A KNOWLEDGE OF DRAWING, 
DESIRES POSITION IN THE ART DEPART- 
MENT OF A LARGE METROPOLITAN 
Daliy,”’ 
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The Des Moines 


Daily News 


Gog 


America’s Most 
Progressive 
Daily Newspaper. 
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Largest Circulation in Pro- 

portion to Population of 

Its Home City of Any 

Metropolitan Newspaper in 
I pat 


the World. 
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Reaching the 
Muddle Classes 








ce best effected through the me- 

71 dium ofthe street cars. The 

middle class people are of most 

benefit to an advertiser. They 

are continually buying things 

for the household and for their 

personal use. They are the people who 

ride in the street cars. That advertisers 

recognize this is evidenced by the large 

amount of advertising constantly carried 

in the cars. A card in the cars is un 

avoidable advertising. It cannot be thrown 

aside like a newspaper or circular, it is 

always in evidence—morning, noon and 

night. The street car is the medium first, 

last and all the time for alert advertisers. 

If for others, why not you? We control 

about the best list of America’s leading 

cities and our system is known as “the kind 

that pays.” If you are interested ask for 
particulars. They cost nothing 


George Kissam & Gdns, 
253 Broadway, New York. 
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COUNTRY RETAIL PROB 


LEMS. 


The first and principal reliance 
of the country merchant is the lo- 
cul newspaper. There are some 
communities where a merchant is 
doing business where no_ local 
newspaper exists. Pretty small 
business, you may think, but big 
enough to present a very acute ad- 
vertising problem. My community 
was like that once and I published 
my own weekly newspaper. It 
reached the families of my com- 
munity pretty thoroughly. It was 
a newspaper so far as there was 
any news and it carried my adver- 
pe When it got to a point that 
it could go alone I sold it out. 

The local newspaper reaches the 
people with local news; I take 
some care that my advertisements 
in it shall be news of my store. 
I read somewhere a brief state- 
ment by one of the prominent ad- 
vertising men to this effect: “The 
only proper advertising is store 
news; it must be w rittenin the spir- 
it in which the store is managed.’ 

You might not think there would 
be a great deal of store news in a 


country store; there is more than 
the casual observer realizes. I 
have stipulated with my newspa- 


pers that I shall always have a reg- 
ular position in the paper and that 
my advertisement shall always be 
set up in the same style of type. 

The first requirement of an ad- 
vertisement is that it shall be read ; 
it must attract attention if it is to 
do any good. It seems to me bet- 
ter to attract attention by what I 
say and the way I say it rather 
than by the mechanical means usu- 
ally employed—cuts or big display. 
I find that people are interested in 
the things I am able to talk about 
in connection with my business. 
My stock is the general store mix- 
ture—a little of everything; there 
is no lack of variety of subjects, 
and there is usually something to 
talk about in connection with some 
of them. It is astonishing some- 
times how much interest customers 
feel in what seems very common- 
place in connection with goods they 
are used to buying 

The editors of our newspapers 
are a help to me often in express- 
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ing my ideas; they make a business 
of that and are able to do it better 
than I can. I take the suggestions 
of both of them and construct my 
advertisement by using something 
from each of them; makes a better 
job of it than either one alone or 
than I could make myself. 

The cost of advertising in the 
local papers is not very great, con- 
sidering that I reach all the best 
families in my community once a 
week. I give a good deal of atten- 
tion to this part of my advertising 
work, There is a great deal more 
to be said about it. 

About four times a year I send 
to a list containing the name of 
every head of a family within my 
radius a little booklet about my 
store. This is a little in the nature 
of a price list, although it is more 
than that. Jobbers and manufact- 
urers who sell me goods usually 
furnish cuts to illustrate it, and 
some of them help pay for distrib- 
uting it. This form of advertising 
presupposes a mailing list; I have 
a good one, containing, as accu- 
rately as 1 can get it, the name of 
every possible customer in my ter- 
ritory and some information about 
them. It requires some care to 
keep this list in order and up-to- 
date, but I have a card index and 
that minimizes the labor. I regard 
such a list as one of my most val- 
uable assets. I subdivide it so as 
to show those who are my custom- 
ers and those who are not. The 
booklet goes to them all, but the 
letter that goes with it varies with 
the circumstances, customer or not. 
I believe this mailing list is worth 
all it costs in labor and expense 
just to show me at any time who 
are my customers and who are not. 
There are a hundred different ways 
of using such a list besides using it 
to mail my booklets. 

I have a good deal of advertis- 
ing matter sent me by jobbers and 
manufacturers for the purpose of 
promoting the sale of their goods ; 
some of it is very good; I occa- 
sionally inclose it with my own ad- 
vertising. The objection I have to 
most of it is that it seems too gen- 
eral to do me any direct good 
Some of it, however, is so con- 
structed as to be an advertisement 
of my business in the particular 
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line; more of it might be. I be- 
lieve manufacturers, especially 


those who give exclusive agencies 
for their goods, might make more 
of their advertising by so prepar- 
ing it as to identity the interests of 
the local dealer more thoroughly 
with their own. I suppose they 
would say that country dealers are 
not permanent agents, that there’s 
no.telling when they will switch 
off to handling some other line, 
and that they prefer to advertise 
the goods, not the local dealer. 
This is partly true; it is the fault 
of both parties in the case that it 
is true. 

On goods which I do not handle 
exclusively, for which advertising 
matter is sent me, I try in various 
ways to get for myself the full ben- 
efit of the advertising, although 
my competitors may have the same 
lines. Such advertising. as a rule, 
doesn’t get very careful attention, 
however ; doesn’t pay to send it out 
as special advertising.—John T. 
Parsons, in Michigan Tradesman. 

+r — 
FOLDER. 
Fisher & er & Company, 1535 
street, Philadelphia, ad- 
“And the 


A BOOK FO 


H, W. 
Chestnut 
Almon Dexter’s 


vertise 
Wilderness Blossomed” through 
an attractive folder which con- 


fains among other things the fol- 
lowi ng intere sting comments: 
More than twelve years ago the 
author purchased an island, covered 
with primeval forest, in one of the in 
terior lakes of Maine, many miles from 
any railroad, and proceeded to make 
there a summer home for his family. 
The house was Tesigned without the aid 
of arclitect, built without contractor, 
and the grounds were laid out and roads 
and paths constructed with no landscape 





gardener to help. In addition to 
cighty flower heds, scattered over the 
lawns, eight terraces were built on a 
s uthers n slope which are now covered 
ct zg the summer with perennial plants 
} y enough to withstand the severe 
winters of northern Maine. How the 
work was done is fully described in the 
volume More than half of the volume 
treats of the flowers grown upon the 
island, their history heing minutely re 
cordeds One interesting feature of all 


this is that the author gives us only the 
resuits of his own personal experience. 
In another chapter Mr. Dexter supplies 
us with a catalogue of the best hooks 
for a“summer library, with startlingly 
free comments on the hooks that he, or 
his friends, do not like. Throughout 
the whole the author is’ frank to a 
ault in his comments on men and 
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with one exception only—the 
its islands, and the little vil 
lage on its shores, are not to be found 
on any map of Maine. Which lake it 
may actually be, out of the many thous 
ands in the State, will be a puzzle for 
those to solve who are familiar with the 
mountain regions pd Maine. 


things, 
lake and 


WELL DESCRIBE D. 

The Century Company, in advertising 
Mr. Arnold’s “Sea Beach at Ebb Tide,” 
thus describe it, among other things: 

A guide for the amateur collector and 
student of shore-lite in all its forms, 
giving just the information which one 
needs in order to identify the specimens 
which one gathers and to form some 
idea of their characteristics and habits 
It is not technical and yet is scientific 
enough to furnish a good foundation 
for wider technical knowledge; and it 
is popular without being superficial or 
trivial, The field which it covers has 
never before been described in this 
practical and popular way. The author 
gives careful directions with regard to 
collecting—telling what to look for and 
where to find it, what methods and 
tools to use in securing specimens, and 
how to preserve them. The book de 
scribes the seaweeds which are found 
upon Atlantic and Pacific beaches, and 
an elaborate account is given of a very 
large number of the curious animal 
forms which inhabit the rocks, sands 
and shallow waters within reach of the 
collector’s hand or, net. 

uit deel 

NO CAUSE FOR DISCONTENT. 

Any manufacturer ought to be satis 
fied if in a campaign of three months 
he can add a dozen customers whom he 
never was able to get before. Yet man 
ufacturers feel satisfied if their travel 
ing men, who cost them a good deal 
more than a mail series, merely bring 
in orders from the same old customers 
who have been buying for years.—Shoe 
and Leather Facts. 


—_—___—_—_ <e» ——— 
WANT AD ILLUSTRATED. 
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“AN EXCELLENT OPPORTUNITY FOR A 
YOUTH TO MAKE HIS MARK AT 347 
MAIN STREET.” 
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INCREASED / ADVERTISING 


& SIN & 


The Evening Wisconsin 


For the first five months of 1901. 


1900. 


Columns. Columns. 


Ist Week {22 15} 
2d 149 180 
3d 136 174 
4th “ 140 167 
Sth =“ 137 | 154 
6th =“ 148 | 472 
7th “ 150 | 173 
8th 173, | 163 
9th 162 | 492 
10th 177 200 
“th 168 220 
| 12th 180 230 
| 13th 246 293 
| 14th 216 244 
| 15th 197 234 
| 16th 167 217 
17th 232 247 
18th 200 220 
19th 193 234 
| 20th 170 223 
| 21st 182 219 
177 204 

3,822 ASM 





Columns Increase, - 689 
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COLLEGE ATHLETICS AS AN 
ADVERTISEMENT. 
Some time ago the Alumni As 
sociation of the Washington Uni- 
versity of St. Louis appointed a 
committee to consider the condi- 
tion of athletics at that institution, 
and “to suggest some means for 
the improvement of that condi- 
tion.” The committee has inves- 
tigated and reported; and its re- 
port will be a precious document 
to future students of American 
college education in the twentieth 


c 


century. Here is the committee's 
theory of the prosperity of col- 
leges: 

‘The faculty, the alumni, the Board 


the friends of 
should all real- 
already under- 
athletics is one 
and for 
the principal 
university. Stu- 


of Directors arid all 
Washington University 
ize, what the students 
stand, that prosperous 
of the greatest advertisements 
the preparatory schoolboy 
advertisement—for any 
dents preparing for college know little 
. curricula, but they know the repu- 
ition of every university prominent in 
athletics reputations spread broadcast 
by favorable newspaper comment. The 


press devotes at least fifty columns to 
university athletics for every notice it 
gives to competitive tests of intellect. 


one of the 
athletics in 


Extensive advertisement is 
leading rest ults of successful 
a university. 

In the view of 
whose conclusions supported 
by the Alumni Association, which 
invites the graduates to raise a 
fund of from $2,500 to $5,000 for 
the purpose of putting athletics at 
the Washington University upon a 
“successful and permanent basis,” 
students are attracted to a univer- 
sity by its athletics, and not by its 
educational opportunities. 

It seems to us that such a view 
is not only degrading to the uni 
versity, but erroneous. Harvard 
College, in spite of a long term of 
misfortune in athletic contests, and 
in spite of the fact that the col 
lege authorities are known to re 


this committee, 


are 


press rather than encourage the 
zeal of the students for such con 
tests, has gained extraordinarily 


in numbers. The fanciful notion 
that success in:athletic sports or a 
passionate devotion to them helps 
to lure students to the victorious 
or athletic college may be dis 
pelled by examining the Harvard 
catalogues of the last few years 
and comparing them with the Yale 


INK. 
catalogues, for instance. Parents 
and guardians have not yet been 


able to rid themselves of the prej 
udice that the courses in athletics 
are not the main part of a college 
education or the chief glory of a 
college. 

A university in the self-adver 
tising business is not a dignified or 
a pleasing spectacle, and we don't 
believe that any great number of 
boys will be captured by the ath- 
letic “pullers-in.’—N. Y. Sun. 

alee 
FOUR DECADES AGO. 


An interesting 


j comparison of the re- 
spective merits of various New York 
publications is furnished by a copy of 
the weekly edition of the New York 
Times of July 1, 1865, so far as adver 
tising is concerned. 

At the time the civil war was just 
concluded, but the war tax had not yet 
been abolished, and the government ex- 


acted 3 per cent on the amount received 


by each paper, the figures for which 
were necessarily open to inspection. 
The list is as follows: 

Newspapers. Sept. Dec. March. 
Times -$45,760 $77,556 $65,958 
Tribune ..... 47,677 70,400 62,597 
World ......+ 33,586 38,326 44.718 
eee 52,743 38,891 
Commercial .. 14,986 16,615 

Clipper ...... 2,185 3,306 

Daily News... 18,953 11,928 
Evangelist ... 3,159 2,234 

H’per’s W’kly 15,554 16, o8o0 


Home Journal 





5 
2,050 
Independent.. 23,871 
Observer P 5,401 
Scientific 
American . 1,046 1,507 
\rmy and 
Navy J'nal 2,180 1,849 2,900 
American <Ag- 
riculturist.... 3,790 4,092 10,981 
Staats Zeitung 14, yoed 23,920 19,230 
Sun ++ 23,516 23,161 24,502 
It is noticeable that the World paid a 
tax on $33,000, in round numbers. This 


advertising income for 
three months. It is stated on good au- 
thority that very often within the past 
few years the daily revenue from adver- 
tising has exceeded that figure. 


represented its 


ILLUSTRATED 





TESTIMONIAL 





“THE LAST ATTACK WAS UNUSUALLY SE- 


VERE.” 
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THE BANNER 


Tennessee’s Leading Newspaper. 


Average Daily Sworn Circulation 
FOR APRIL, 1901. 


{7,205 


Average Daily Increase 
OVER LAST YEAR, 


Number Lines Advertising 
PRINTED APRIL, 1901, 


251,132 


Increase Over April 
LAST YEAR, 


55,490 


THE NASHVILLE BANNER 


Sets the pace, the other 


TENNESSEE NEWSPAPERS FOLLOW. 
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WHEN THEY WERE FIRST 
ADVERTISED. 

The first English and Dutch 
children’s toys advertised in the 
colonies were advertised in the 
Boston News Letter, in 1743. In 
the Boston Gasette, in 1749, 
"Men's and Boys’ Scates”’ are first 


mentioned. 

A fellow, by name Sam Pewter, 
announced in the [Veekly Rehear- 
sal, in 1737, that “he would sell 
horses for ten shillings if sold and 
for five if no deal could be effect- 
ed; negroes for sixpence a pound 
on all he sold.” 

In the Boston News Letter, in 
1719, there appeared a notice ad- 
vertising “fine glass lamps and 
lanthorns, well gilt and painted, 
both convex and plain. Being 
suitable for halls, staircases or 
other passageways. At the glass 
shop on Queen street.” 

Carpets evidently came into gen- 
eral use about 1750, for in the 
Boston Gazette, in 1748, appeared 
the first advertisement of ‘“‘matts 
for floors.” The next year floor 
carpets got the same notoriety, 
and in 1755 a variety of carpets, 
wide and narrow, were given pub- 
licity. In 1769 Persia carpets, 
three yards wide, and in 1772 “a 
very rich Wilton carpet’ made 
their appearance bidders for 
public favor through newspaper 
columns. In 1773 oilcloth for 
floors was first advertised. 

Wall paper put in an earlier ap- 


as 


pearance. In 1734 the Boston 
News Letter had an announce- 
ment of “Paper for Rooms, “Roll- 


ed Paper for Hanging of Rooms,’ 
and “Landscape Paper. 

Along about 1707 the demand 
for clocks in the colony was being 
fostered, for they were advertised 
in that year in the Boston News 
Letter, while clockmakers offered 
their services through the same 
medium in 1712. 

Means for lighting 
couraged by the new 


were en- 
spermaceti 


candles, which were described in 
the Boston Evening Advertiser in 
1749 as “Exceeding all others in 


Beauty and Sweetness of Scent 
when Extinguished. Duration be- 
ing more than Double with Tal- 
low Candles of Equal Size. Di- 
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mensions Of Flame being near 4 


Times more. Emitting a Soft, 
Easy, Expanding Light, bringing 


the object close to the Sight, rath- 
er than causing the Eye to Trace 
after them, as ll Tallow Candles 
do, from a Constant Doctees 
which they produce.” 

In 1717 the Boston News Letter 
contained its first advertisement 
of tea-tables, and in the same year 
advertised tooth-powder for the 
first time. Wigs were advertised 
in it in 1729, and “‘preserve jellies, 
maccaroons, crisp almonds and 
conserves, at Widow Conyot’s” in 
1731. Hair pomatum it brings to 
light in its issues of 1768 and cut 
glass in those of 1773. 

Advertisements of amusements 
had meanwhile run quite a long 
time, being mainly of shooting 
and exhibition of bears, but in 
1722 the New England Courant ad- 
vertised a billiard hall.—Advisor. 

+o 
NOT. A GOOD MEDIUM. 


Printers’ ink is a poor medium for a 
man to gush in. 3usiness, after all,. is 


business, and a short, straight story, 
giving bluntly the necessary facts for 
a purchaser to remember, is a great 
deal better than a eulogy that bears 
about the same relation to the goods 
sold that an epitaph on a tombstone 
does to the departed Mary Ann who 
has been planted under it.—Apparel 
Gazette. 


There’s life 
in it—fizz and 
foam, snap and sparkle. 


Hires 


Rootbeer 


bubbles over with good health and 
bappiness. Make it right at bome. 
A cent package makes 6 gallons. 
ers write for special offer. 
CHARLES E. HIRES CO., Malvern, Pa. 
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THE DECLINE OF THE RE- 
LIGIOUS PRESS. 
Comment has been provoked 


about the decline in influence and 
n circulation of the religious press 
n the United States during the 
last decade or two—a decline that 
has shown itself in two ways. Such 
f the journals of the several Pro- 
testant sects as have not suffered 

a positive falling off have failed to 
grow ‘in proportion to the growth 
of population, and several impor- 
tant journals that were once dis- 
tinctly religious have become sec- 
ular. Most of them indeed have 
become more secular than they 
once were. The change is an in- 
teresting one, but it is not a 
change that shows any important 
facts except the liberalization of 
religious thought and a great ad- 
vance in the development of peri- 
odical literature in general. The 
secular journals now report and 
interpret more religious news than 
the church papers did in the time 
of their greatest influence. On the 
other hand, there is a strong and 
necessary tendency in the conduct 
of the church papers to make and 
to keep them organs of their par- 
ticular sects. This is a necessary 
and useful service, but the general 
liberalization of thought has made 
it impossible for a journal that is 
the organ of anything, religious or 
secular, to exert a strong or gen- 
eral influence. The decline of 
strictly religious journalism, as 
far as it has declined, measures 
the advance of reverent secular 
journalism in its treatment of re- 
ligious subjects. 

Such decline as has taken pla ice 
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may easily be exaggerated, and 
easily misinterpreted. There has 


been a falling away of popular in- 
terest in ecclesiastical doctrines, 
but there surely was never a time 
in our history when the literature 
of good conduct was either so ex- 
cellent or so widely diffused. The 
broad abyss between the Christian 
Church and “the world” is being 
bridged, and increased strength 
and efficiency to both is the result. 
Meanwhile the stronger religious 
papers emancipate themselves 
from sectarianism and attain a 
general interest, while the weaker 


decline into the newspapers of 
church organizations, reporting 
conventions, dedications and the 


like.—IlWorld’s Work. 


A ’POSSUM MORAL. 


In a window on lower Broadway 
there is a cage which contains a live 
opossum advertising fountain pens. 

At least, over the cage there is a let 
tered card which says, “Carve dat 
sum, and as a Christmas suggestion try 
one of our Ideal fountain pens. 

The man who dressed that 
must have put mighty little 
into that card 

A great many 
the opossum. 


*pos 
window 
thinking 


stop to look at 


people 


It fulfills its purpose as an_ eye- 
catcher. 

A very little ingenuity would have 
served to link the window display to 


the article displayed and double the im- 
pression. 

The card might have read, “I don't 
write because I can’t write, but I am 
sure that if I did write I would write 
with an Ideal fountain pen,” or “The 
Ideal fountain pen is a good pen, but 
the pen | am in is good enough for me.” 

Neither of these is remarkably bril 
liant, and a little study would undoubt- 
edly produce something better, but 
either of them is an instance in which 
the catch-phrase or eye-attracting object 
can be lined to the article advertised.- 
St. Louis Grocer. 








The Washington Evening 
home 


practically every 


Star goes 
in Washington. 


The great majority of Washington adver- 
tisers confine their advertising to the Star. 


In Washington it 


is 


axiomatic that the 


Star completely covers the field. 


M. LEE STARKE 
Tribune Building, 
NEw York. 


, Representative, 
Boyce Building, 
CHICAGO, 
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A BANK ADVER- 

TISE ? 
management is the first 
essential of profitable banking, but 
the earning power of a bank will 
not be what it should unless the 
results of its good management 
are made known by advertising. 
It is capable of proof that banks 
conservatively managed and prop- 
erly advertised are uniformly 
more successful than banks which 
do not. advertise —The Bankers’ 
Magazine, New York. 

Years ago the banks seemed to 
shrink from publicity. There was 
something about them akin to the 
“divinity” which is said to hedge 
about kings. Bank directors used 
to meet in. star chambers, and sol- 
emnly go through the form of in- 


SHOULD 


Gor rd 


itiating applicants for discount 
who had sufficient nerve and se- 
curity to stand the ordeal. To or- 


dinary folk, both bank and direct- 


ors were mysterious, sacred and 
wonderful things. All this is 
changing. Nowadays, the direct- 
ors more commonly adorn their 
best front windows, exhibiting 
themselves to their approving fel- 
low citizens in chairs modestly 


stuffed, and in an atmosphere that 
suggests money to lend on any 
reasonable terms. Publicity has 
become a factor in banking meth- 
ods quite as surely as, though less 
aggressively than, in the market- 


ing of dry goods.—Providence 
(R. i News. 
THE SCALE WITH TWO 
DIALS 


A sarcastic eats of the 
Little Schoolmaster writes as fol- 
lows: 

No newspaper publisher can en- 
ter a delicatessen shop without a 
feeling of deep pity for the man 
behind the counter. His methods 
are so pathetically archaic! Saus- 
age, limburger and other dainties 
are weighed in a scale with two 
dials—one that the buyer can read 
and the other toward the seller. 

The customer can satisfy him- 
self that he is getting sixteen 
ounces to the pound. There is no 
mystery about the transaction. 
The proprietor of the shop does 
not put on an air of dignity and 
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say that, inasmuch as he is selling 
a superior quality of frankfurters, 
the customer must not bother 
about the quantity. 

Neither does the sausage seller 
say: “I am perfectly willing to 
weigh these goods before your 
eyes, if you can persuade my hat- 
ed rival down the street to do the 
same. But he is a cheat, you see. 
His scale is doctored so that it 
reports fifteen ounces as a pound. 
Therefore, to meet this unfair 
competition I decline to tell you 
how much you are getting for your 


money. When the other fellow 
sees the error of his ways, I shall 
have pleasure in coming down 


from my perch and letting you 
know what you have an undoubted 
right to know.” 


What a difference there is be- 
tween the narrow-minded shop- 
keeper and the energetic and en- 


lightened publisher! 
eee 
“Who reads your column, anyhow?” 
disd ainfully asked the sporting editor. 
“Tust two classes of people,’ respond- 
ed the society editor, with dignity; 
“those whose names appear in it and 
those whose names do not.”—National 
Advertiser. 
+o 





The Biggest 
$1.00 


Bargain for 
Retailers 


We have just published a book of 
Ready-Made Kbvetioments for retailers. 
It is 6xg in size —elegantly bound —and 
contains about 500 specimen advertise- 
ments for almost every imaginable line of 
retail business. ‘The ads are indexed and 
can be found at a glance. It tells about 
advertising, how to buy space, writing ad- 
vertisements, typographical construction, 
borders and type, illustrations, etc. The 
specimen ads are adaptable to any line of 
business —they are thought stimulating 
and a practical help to every retail mer- 
chant. The preface alone is worth several 
times the price of the book, as it givesa 
comprehensible, money-saving plan for re- 
tail advertising. Book sent postpaid upon 
receipt of $1.00. Address 


Printers’ Ink, 10 Spruce St., New York 











PRINTERS’ 


FOR PROFESSIONAL MEN. 

Regarding the proper way to 
proceed in the inauguration of an 
advertising campaign for a profes- 
sional man, our advice as fol- 
lows: 

1. Be sure you are 
and thoroughly equipped. A mere 
general knowledge of your sub- 
ject is not a good basis for adver- 
tising. 

2. Select mediums that reach 
the class of people to whom your 
knowledge may be valuable. For 
a public accountant, the financial 
papers, doubtless, offer the best 
advantages. The daily newspa- 
pers might prove profitable, but 
it would be necessary to pay for a 
large amount of circulation that is 


is 


c py 


of no value to you, and, there- 
fore, the chances are that you 
would find them too costly. 

3. Use’ booklets. There is no 


better aid to newspaper advertis- 
ing than a good booklet, and if 
there is no other medium suitable 
for your use, the booklet will 
stand alone, and can be made de- 
cidedly profitable. 

4. Prepare your advertising 
matter carefully. Remember that 
you are talking to an intelligent 
class of people, and that you de- 
sire to impress your readers with 
the idea that you possess a little 
intelligence yourself. 

The preparation of the advertis- 
ine matter of course, the most 
difficult part of the campaign. As 
a guide to securing the best re- 
= we would suggest: 

Attract attention by neat 
wacmnine and by bringing home 
to the reader his need of services 
such as you can render. 

2. Arouse his interest by telling 
him just what you can do for him. 
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3. Secure his confidence by 
speaking briefly of your qualifica- 
tions, equipment and methods of 
work. 

4. Satisfy him by giving definite 
information on any point that 
might interest him. 

5. Don’t retire if the first shot 


doesn’t do execution. 

These suggestions are applicable 
to anv line of business and to any 
profession, and if properly fol 
lowed will make advertising suc- 
cessful.—Profitable Advertising. 
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TALK FROM DAKOTA. 

Fer heaven’s sake, brethren of the 

covntry press, wake up a little bit to 

the fact that you are running a legiti- 


mate business, and let the infernal driv 
el about the prompt-paying subscriber 
have a rest. Conduct’ your business 
more on business principles and you 
will have plenty of prompt-paying sub- 
scrikers. Then the rot that is seen in 
almost every country paper about the 
fellow that doesn’t have business sense 
enough to advertise. Jf a man does 
not want to advertise his business in 
yeur papers, he will never be induced 
to do so by printing such articles 
are only seen in country papers, and is 
a peculiar kind of stuff that some pub- 
lishers of country papers delight to dish 
up to their re aders. 

If your papers cannot establish them- 
selves as advertising mediums that are 
worthy of patronage without this kind 
of whimpering at the fellow who is not 

dvertising—better quit and let some 
dame that can do something print your 
invaluable sheets. The country pub- 
iisher should get sense enough into his 
noddle to quit printing trash of this 
kind that only belittles him in the eyes 
of the community, and makes him the 
butt and the laughing stock of, not only 
his patrons direct, but of every pub- 
lisher of a city paper and every sensible 
business man. The one shirt story and 
the one pair of patched pants yarn, and 
all that kind of matter, should be rele- 
gated to the back yard, along with the 
duns to subscribers.—Montrose (S. D.) 
Herald. 


as 


= 





THERE iS MONEY 
IN ADWRITING 


and the field is open to all. 
But the man who has one bright 
idea accepted and paid for must 
not allow himself to become un 
duly elated. To be successful in 
writing advertisements ideas must 
come in a steady flow, and the 
brain, even if bright, can not goon 
forever furnishing ideas and sug 
gestions unless it is constantly re 
plenished. 





‘*How shall I get new ideas ?”’ is 
asked. 

Simply by studying everybody 
else’s ideas, and then studying out 
one of yourown. Forthis purpose 
those who write advertisements 
should read Printers’ INK, the 
leader among publicatiors devoted 
to advertising. Each issue is brim 
ful of ideas and suggestions that 
give the reader an insight into 
everything relating to advertisirg, 
and tells what others are doing. 
It is a weekly paper and costs but 
$5per year. Sample copies 10 cents. 


GEO. P. ROWELL & CO., Pubs., 
10 Spruce S$t., New York City. 
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“BIG FOUR ROUTE” ADVER- 
TISING. 


By Sam E, Whitmire. 


Mr. Warren J. Lynch, general 
passenger agent, is the director in 
chief of the advertising of The 
Big Four Route, Mr. W. P. 
Deppe, assistant general passen- 
ger agent, does the planning, and 
Mr. Harold R. Hewitt, the adver- 
tising agent, does the work. I 
went to Cincinnati, O. to get the 
advertising story of this route and 
talked with the three gentlemen in 
the office of Mr. Deppe. 

The phrase “Big Four Route” 
is a clever condensation of a name 
too long for practical use—**Cleve- 
land, Cincinnati, Chicago and St. 
Louis Railway.” “Big Four” 
stands for the four cities linked 
together by the rails of thissystem. 

The “ Big Four” general offices 
occupy an immense red building 
(looks like the New York Pro- 
duce Exchange) a block from the 
Union Depot in Cincinnati, and 
are as well appointed as any offices 
I ever went through. 

The advertising heads are young 
men. Mr. Lynch is _ thirty-five, 
said to be the youngest general 
passenger agent in this country, 





of any important system; Mr. 
Deppe is thirty-two, and Mr. 
Hewitt not more than twenty- 
four. They are hard workers. I 
found them with their sleeves roll- 
ed up. They did not want to 
talk for Printers’ INK, saying 


they had never been interviewed. 
but I succeeded in getting several 
leading questions answered, first 
by one and then bv another. Here 
is the result of my interview: 

“What is the aim of the Big 
Four advertising?” 

“To show the public in the 
strongest possible terms the claims 
we have on its patronage. We 
strive to show why our route con- 
tributes most largely to the con- 
venience, comfort and safety of 
the passenger.” 

“Into what class do you try to 
place your advertising?” 

“First class in every particular. 
There is no question about it, the 
general character of the advertis- 
ing of a railroad comes to he ac- 
cepted by the traveling public as 
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indicative of the general charac- 
ter of the road itself; that’s why 
we are careful to use only such 
methods and mediums as are in 
good taste.” 

“What do you consider essen- 
tial to successful railroad adver- 
tising ?” 

“The first essential to successful 
railroad advertising is to have 
what the public really wants—the 
best route and the best service. 
After that let the people know in 
unmistakable terms that you have 
these things.” 

“What territory do you 
with your advertising?” 

“The world. We use the best 
daily newspapers in the United 
States, the best weekly newspa- 
pers along our route and the best 
magazines all over the world.” 

“What claims do you make in 
your advertising?” 

“We claim superiority in all es- 
sential qualities, therefore it is im- 
portant that our advertising should 
be of the same character. We in- 
sist upon the most artistic designs 
and the best possible workman- 
ship in all of our printing.” 

“Is this fast running advan. 
tageous from an advertising stand- 
point ?”’ 

“Tt is. The newspapers give us 
frequent write-ups. Our No. 16 
out of St. Louis for Indianapolis 
and Cleveland runs 142 miles 
from Indianapolis to Bellefontain, 
O., makes four stops and two 
slow downs in three hours and 
fifteen minutes, which is a shade 
better than the ‘Lake Shore Lim- 
ited,’ which makes its run of 142 
miles from New York to Albany 
without making a _ stop. Our 
‘Knickerbocker Limited’ runs from 
St. Louis to Indianapolis, 265 
miles, in six hours—a very quick 
trip. We make other runs equally 
as fast. and the Western newspa- 
pers are glad to comment on our 
progress.” 

“Have you famous trains like 
the ‘Empire State Express,’ etc. ?” 

“Yes. We have as manv noted 
trains as any road. Some of them 
are ‘New York and Boston Limi- 
ted,’ ‘Knickerbocker Special,’ 
‘Southwestern Limited.’ which has 
been running for ten vears; 
‘White City Special,’ to Chicago, 


cover 
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and ‘Famous No. 46,’ between 
Cincinnati and Cleveland.” 

“Please tell of some of the 
things you do to advertise the Big 
Four Route?” 

“We give full and complete in- 
formation to newspapers of all ac- 
c:dents, but in view of our obser- 
vation block signal system we are 
fortified against serious accidents 
In all of our advertising we ask 
the public to criticise our route. 
In this way we get many valuable 
pointers, each of which is careful- 
ly followed up. We utilize every 
criticism and suggestion that will 
make our service more perfect. 
On our limited trains we furnish 
each passenger with a neatly print- 
ed itinerary of the trip, telling of 
all points of interest and answer- 
ing every question likely to be 
asked. As a special ad for our 
route we serve the best one dollar 
meal in America on our cars, and 
our buffet parlor cars serve a la 
carte at the most reasonable prices. 
The ‘Big Four Calendar,’ with 
our large red seal trade-mark at 
the top, printed with extra large 
figures on the month sheets, has 
been issued continuously for fif- 
teen vears. We tse 50,000 yearly, 
distributed to lists made up by 
our agents from vear to year. Peo- 
ple write from all over the coun- 
try asking for these calendars.’ 

“Have you any regular publica- 
tions?” 

“We publish a monthly maga- 
zine called the Big Four. It is of 
an industrial nature, containing 
articles by thinking men on sub- 
jects of interest to travelers. It 
is mailed monthly to a list of per- 
ons who have asked for it from 
time to time. We also publish the 
Four Gazette, which conta‘ns 
a list of officers and agents of our 
route, facts about excursions and 
special trips and much other in- 
teresting reading. A copy of the 
Gazette is mailed monthly to every 
ticket agent in the United States. 
Canada and Mexico, to a list of 
schools, colleges and hotels, and 
to our patrons who have asked for 
it. Last November we issued the 
Pan-American Exposition number 
of the Gasctte. We devoted thr 
entire issue to illustrations and d 
scriptions, and it was pronounced 
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the most complete advance issue 
brought out. It was then we be- 
gan calling our route the ‘Buffalo 
Route,’ and using the picture of 
a buffalo in our ad, which is now 
appearing in nearly all of the 
newspapers and magazines.” 

“Do you give souvenirs?” 

“Yes. Every lady dining in our 
cars is given a copy of the ‘Big 
Four Route Cook Book,’ 64 pages, 
cloth bound, in two colors, com 
piled by our chef, formerly chef 
at Congress Hall, Saratoga. The 
recipes are all in practical use on 
our dining cars. We consider this 
good advertising, because the cook 
book is too valuable to be thrown 
away.” 

“Do you use booklets?” 

“Yes. For special occasions, 
such as conventions, we get up 
elaborate booklets for general dis 
tribution. For example, last Sep 
tember the Cincinnati Enquirer 
came out with a five-deck article 
headed, ‘Largest Meeting Ever 
Held Here Will Be the Conven 
tion of the Christian [Endeavors 
Monster Gathering Will Bring 
Fully 50,000 People.” We photo 
graphed the newspaper heading 
and the body of the article, and 
used the plates as a front page for 
a booklet called, ‘Cincinnati in 
1901. Views of the Convention 
City, with Compliments of the 
Big Four Route.” We used the 
Christian Endeavor mark, ‘C.E.,’ 
prominently on the front cover. 
Inside we printed twenty-three 
halftone views of Cincinnati and a 
map of our route on the back 
cover. We figured that these 
views would make the Christian 
Endeavorers want to see this city. 
The booklet is being given the 
widest circulation among members 
of the organization all over the 
country.” 

“What are you featuring in your 
ads just now?” 

“Early in 1901 we inaugurated 
what we cal! ‘A Radical Depart 
ure,’ a solid vestibuled train, 
through without change from Chi 
cago, Cleveland and Columbus to 
St. Augustine, Fla. Our display 
line in advertising this train is 
‘Only One Night on the Road,’ 
and when you think of the dis 
tance, all the way from the Lakes 
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to the Gulf, with only one night 
on the road, that is a passenger- 
getting claim. We issued and dis- 
tributed thousands of four-page 
folders with pretty halftones of 
Florida scenery, maps, time tables 
and complete descriptive matter. 
From the first trip the train has 
been well filled, which shows that 
we Offered something the public 
was ready to accept.” 


“Do you use billboards and 
street cars?” 

“We put substantial bulletin 
boards on tops of buildings near 


union depots, asking the public to 

‘Take the Big Four Route to 
and here we name points reached. 
We also use fences and side-walls 
for large painted signs. We have 
used posters, but do not think 
much of them. We do not use 
street cars. 

“Do you use trade papers?” 

“Yes. We take a page in jour- 
nals of travel, such as the ‘400 
published in Chicago, and are very 
well pleased with this sort of ad- 
vertising.” 

“Do your employees 
in parades and celebrations, 
ing banners, etc.?” 

“No. We do not take part in 
parades of any description. We 
do not think such advertising 
wise. One of the strongest adver- 
tisements we have is the loyalty 
of our employees. They are like 
one big family.” 

In the advertising 
are large filing cal;nets, in which 
are kept cuts, specimens of all ad- 
vertising and contracts with pub- 
lishers, etc., so carefully arranged 
that they can be instantly referred 
to. The Big Four printing, de- 
signing and cut making is done 
in Cincinnati. 

Mr. Hewitt gave me a Big Four 
Cook Book. Besides the recipes 
it contains blank pages for memo- 
randums. To lighten the expense 
of issuing the souvenir, there are 
six. pages of advertisements of 
hams and other goods used on the 
dining cars 

° 





participate 
carry- 


department 


+o 
ATT! 
“What is your ad in Printers’ INK 
doing?” 
“Making me kick myself’ 
“For putting it in there?” 
“No, but for not putting it in there 
years ago.”" 





THE CAL F “PATH. 
_ The following stanzas, taken 
from the Buffalo (N. Y.) E.xr- 
press, indicate a condition of af 


fairs as prevalent in business and 

advertising circles as in the path 

described below: 

One day through the 

A calf walked 
should; 

But made a trail all bent askew? 

A crooked trail, as all calves do. 

Since then two hundred years have fled, 

And, I infer, the calf is dead. 

But still he left behind his trail, 

And thereby hangs a mortal tale. 

The trail was taken up next day, 

By a lone dog that passed that way, 

And then a wise bell-wether sheep 

Pursued the trail, o’er vale and steep, 

And drew the flock behind him, too, 

As good bell-wethers always do. 


wood, 
calves 


primeval 
home, as good 


And from that day o’er hill and glade, ~ 
Through those old woods a path was 
made, 


And many men wound in and out, 
And dodged and turned and bent about, 
And uttered words of righteous wrath, 
Because ’twas such a crooked path: 


But still they followed—do not laugh 

The first migration of that calf, 

And through this winding woodway 
stalked 


Because he wobbled when he walked. 
This forest path became a lane 
That bent and turned and turned 
This crooked lane became a road, 
Where many a poor horse, with his load, 
Toiled on beneath the burning sun, 


again, 


And traveled some three miles in one, 
And thus a century and a half, 
They trod the footsteps.of that calf 


The years passed on in swiftness fleet, 

The road became a village street, 

And this, before men were aware, 

A city’s crowded thoroughfare, 

And soon the central street was this, 

Of a renowned metropolis. 

And men two centuries and a half, 
Tred in the footsteps of that c lf; 
Zach day a hundred thousand rout 

Followed the zigzag calf about, 





And o’er his crooked journey went, 
The traffic of a continent. 
A hundred thousand men were led 


3y one calf near three centuries dead. 
—_ > 
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Well-Known Standards. 


Some products achieve a reputation above all others which 





makes them known as Standards. The kind by which others 
may be judged. The American Newspaper Directory is the 
standard of its kind. 

A criterion and authority to determine value. The Directory 
has obtained this position on its merits and maintained it through 
a third of a century. 

The June edition—second quarter for 1901, second install- 
ment of a new century, thirty-third year of its own consecutive 
publication—is now ready. 

The June edition contains new features and all the popu- 
lation figures according to the United States census of 1900. 
All the class papers are revised and every known publication 
included in its tabulations. 

The circulation ratings of all newspapers and trade publica- 
tions of the United States and Territories and the Dominion of 
Canada—a grand total of 21,844 publications—are radically 
revised to date, including asupplementary list of every publica- 
tion established since these figures were compiled six months 


ago. $5—sent carriage paid upon receipt of price. 


Geo. P. Rowell & Co., Publishers 


AMERICAN »#* NEWSPAPER .* DIRECTORY, 
10 Spruce St., New York. 











NOTES 


Pacific Coast Advertising will accept 


no advertising after its May issue. 
‘THe Manila Censorship,” by Harold 
Martin, appears in the June forum 


Tue Industrial Awakening of the South’ 











appears in Guxton’s Magazine (New York) 
for June. 

Tue National Watch Company, of 
Elgin, cali tl cir products Pocket 
Edition of Time 

“Opportunities for Americans in 
China,”” by Edwin H. Conger, pears 
in Collier's Weekly for June 1. 

THE new Kodak is called the “Tri 


and is described as 
what is best in photog 


umph of WNodakery,”’ 


“standing for 





raphy 

H. L. Goopwin, the Boston adwriter. 
is conducti g business department in 
Our Home Xights, a Bosten (Mass 


morthly. 











“Tue Jewish Press: How Shall It Be 
Improved,” appears as a symposium in 
the Jewish Messenger (N. Y.) of Mz ly 
31. A number of well known Jews tell 
their opinions. 

THE L. Waterman Company, New 
York, advertises: Keep in touch with 
your best friends by using Waterman’s 
Ideal Fountain Pen. A sure and smooth 
connecting link. 

A pruscist at Broadway and Thirty 
fourth strect has a display of soap in 
his window and for a background an 
immense photograph, said to be the 
largest photograph be the largest pri 

i 


vorld 
the p 
ig and a 


fice in the 
shows the interior of 
t Swift & Co., Chic 


wor 


army of people at 


vate of 





ivate office 














Tue field of the country newspaper 
of to-day is its own and adjoining coun 
ties. With the so-called news of the 
day it has no connection. The daily 
city paper now reaches nea ever} 
home, and the ashing of general 
news after it is a week old by a coun 
try — is to its readers like eating 
stale butter on warm cakes. voli ( 
Y.) Times 

How to plant mi Irsery stock late in 
the season is the subject of 1 





illustrated book 
Meehan & Sons, 


an 


Summer Planting,” 
Thomas 


let prepared by 

















nurserymen and landscape engineers. of 
Germantown, Philadelphia. It contains 
a readable and instructive story about 
vines, roses and other plants, givin 
prices and directions for ordering, als 
hints on landscape gardening 

A CORRESPONDENT writes: After read 
ing the adverti g literature sent out 
by the Harrison Manufacturing Com 
pany, of Cincinn: the average persor 
is liable to tither swear off drinking 
dinary water or purchase one of the 


stills, an much the s1me 





arrangement on 
order as the condensers used on ocean 
going steamships Their circular 1s es 
pecially good. is terse epigrammatn 


and well written throughout 


A PRETTY specimen of modern rai! 
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road advertising is the “Handbook of 
Colorado,” published by the passenger 
department of the Chicago, Burlington 


& Quincy Railroad Company, Chicago. 
rhe book gives a schedule of hotels, 
boarding houses and ranches with prices 
for accommodations ad much other in 
formation useful to those contemplating 
a visit to Colorado. It contains 56 






pages, many halftones and a map, and 
is of convenient small size. 

From the printing department of the 
Evening Wisconsin, Milwaukee, Wis 
comes a specimen of printing and ad 
vertising which appeals to eve lover 


of artistic printing. It is ane ght page 








booklet, richly illustrated with excellent 
halftones, and bears the title, ““Art in 
Printing.” Ihe argument is along the 
line of new ideas in printing and the 
execution of fine work. The booklet is 
6x8 inches in size with a slate colored 
cover and design in three colors. 

Tue Heinz Company’s illuminated’ 
sign at Broadway, Fifth avenue and 
Twenty-third street will soon be a thing 


of the past. As a sort of ante-mortuary 


poem, just high enough to be seen and 
low enough to escape demolition until 
the ground floor is reached, there is 
now painted on the wall in white let- 
ters on a black background this verse: 
Here at the death of the wall of fame 
We must inscribe a well-known name 
The man whose varieties your palate*did tickle, 
Whose name is emblazoned in the biz green 
pickle. 
Tue American Academy of Political 
and Social Science, of Philadelphia, 


Pa., publishes a handhook containing a 















list of its members 

The list is composed of men 

thove the average mortal intelle } 
the majority of them being professional 
mer, such as physicians, ministers, col 
lege professors and the like. lhese 
names end addresses would likely be 
valuable to certain classes of advertis 
ers. The book can be obtained from 
the Academy at Philadelphia for one 
dollar. 

AETNA SPRINGS, a resort in Napa 
County, Cal., is advertised by a hand- 
some folder. The contents are 

ive of the location of the springs 
said properties, conveniences and 
terms. The folder is excellently writ 
ten, and the mechanical execution is 
also faultless It is printed on coated 


paper in olive colored ink, and contains 


many  plez asing halftone illustrations 
The cover is in red, white and black. 
[wo outline drawings of tennis players 
in action give it a rather striking ap 


pearance. 











Ttie Cohoes Savings Institution, of 
Cohoes, N ’, has published a 38-page 
ook which differs from the ordinary 
business reports generally issued It 
contains the record of half a century 
of growth. since the incorporation of 
that bank in 185: Besides the ordi 
nary bank statements the book contains 
historical facts and number of half 
tones from previous presidents that were 
successfully promoting the business in 
earlier days It is interesting and band 


somely appointed throughout, 6x9 inches 
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in size and has an artistic 


cover in 
three colors. 
Tue Richmond (Va.) Times of May 


25 devoted a half page to an article in 


the form of an advertisement called, 
‘Dees Advertising Pay? The article 
was divided into two sections, the first 


heing an endeavor by the paper to illus 
trate the superiority of newspaper ad 
vertising over all other methods of pub 
licity. In the second section Miller & 
Khoads, one of the leading dry goods 
tores of Richmond, practically confirms 
hat the paper says, at the same time 
illustrating some of their own methods 
of advertising. 





Tie Mahin <Ac ivertising Company's 
‘Advertisers’ Handbook,” of 48 pages, 
contains valuable and practical infor 


mation for advertisers. Several pages 
are devoted to definitions of general and 
technical terms and language in the ad 
vertising and printing business. There 
are tables of the probable income by 
families of all classes in America and 
tables of consumption of staple pro 
ducts. Tables of mz wgazines, mail order 
publications, relig agricultural, for 
eign language, national weckly, Sunday 
and leading daily papers. One pave is 
devoted to the follow up system of se- 
curing business. 





rious, 





arranged catalogue 
lustrating some hardware designed es 
pecially for the colonial houses now so 
popular is published by Sargent & Com 
pany, 149 -eonard street New 
York. The book has 32 pages, is 4x9! 
inches in size, and illustrates and de 
scribes in detail hardware trimmings 
for sideboards, dressers, bookcases, and 
2 full line of door knobs. Me 
chanically the publication is tastefully 
executed, the illustrations being on one 
page and the description on the one 
pposite. There is plenty of white space, 
the descripiions taking only one-half of 
the pages upon which they are placed. 


A HANDSOMELY 








glass 





Tre North German Lloyd Steamship 
Company, of Bremen, Germany, with 
fices on 5 Bowling Green, New York, 









has published a handsome and interest- 
ing book on the history of the Lioyd 
from its foundation. It is 6%x10% in 
size, has many halftone and full page 
iMustrations in colors, also a_ diagram 
lap of the company’s the 
Ki user Wilhelm der Grosse. hook 
s printed in Brunswick, Bane, and 
vhile it is excellent on the whole, a 
Printers’ [INK pupil holds that it does 
not reach the American standard of me 
chanical perfection. The binding of the 
cover he states especially is too flimsy 
for the heavy book. 

DEALERS in camera and photograph 


supplies are up in arms against what 
they regard as a nervy attempt on the 
irt of the Eastman Kodak Company 
to corner the photographic trade, ac 
ording to Anthony's Photographic Bul 
fin. One dealer says he sent the com 
any an order, and a short time after 
wards its representative called and said 
hat as the dealer was advertising films 
ther than those manufactured bv th 
Kod company he could not have Ko 
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dak films. These restrictive conditions 
are said not to be to the liking of the 


ealers in photograph supplies and they 
are considering the advisability of or- 








ganizing for mutual protection. 
ASSISTANT city editor H. A. Lorber 

of the Portsmouth (O.) Daily Bh 

has the reputation of being a human 


Between editions he runs 
bureau which is said to he 
very successful. In addition he con 
piles from official records and abstracts 
names of taxpayers and guarantees each 
name. e also says that he will furnish 
names of any kind or number of 
any city or county in Ohio for mail 
order houses, will introduce new foods 
and arrange with demonstrators to show 
how to eat them Ministers, attorneys, 
physicians, teachers, builders, boards, 


steam engine. 
a clipping 


class, 





trustees and various other distinguished 
classes are said to come within hi 
gory of names. 

Tue Jacob Dold Packing Comnany. 
of Buffalo, deserve to be congratulated 
on the daintiness and novelty of their 
recent booklet. “What to Put in the 
Hamper.” It is written in excellent 
manner by Miss Imogene C. Belden and 





speaks of the utility and convenience of 





cold meats and the appetizing dishes 
that can be made from them. It dwells 
on the high quality and purity of the 
Dold products Miss Belden cites in 


detail a generous 


number of cold meat 
merus for all i 


purposes, h footnotes 
on each page how to prepare them. Th 
booklet has sixteen pages and is richly 
adorned with tasty ! 





vignette illustra 





tions. The front cover is in the 
of a wicker hasket filled with the most 
appetizing Dold goods. The inside pages 


retain the shape of the cover pege, 


which makes the hooklet very different 
from the ordin ary. 

Tue Syracuse (N. y. Herald issu 
a 48-page booklet to aerate s that is 





attractive and practical. The pages con 





tain a number of testimonials from reg 
ular advertisers in the Herald, some of 
them speaking from an experience of a 
score of years. Photo reproductions of 
the ads as they appeared in the ‘Jerald 
accompany the testimonials. Several 


devoted to 

















pages are type specimens ex 
plaining the point system. The b 
is 5% by ¢ in size, heavy paper. 
covers are fac-simile pages of the Her- 
ald. The publishers assert: In each 
locality there is or newspaper which 
reaches the great majority of the ‘uying 
There may be others that du 
a portion of this paper’s circul 





tion, but there is in every city one pa 
per that covers the most of the ground 
satisfactorily. In Svracu that pape 
is the Herald. Its circulation proves it 
The volume of business it carries proves 
it Tle results prove it Hence 
whether your business is of a national 
or local character to best tell Syracus 
people about what vou have to sell you 
spend your apnropriation to best advan 
tage in the Herald 
— 

Some ads—if thev could talk—would 
find it pretty difficult to tell the reason 
of their existence. 
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BARGAINS IN STAMPS AT THE PRESS CLUB. 

First Assistant Postmaster-General The walls of the billiard room of the 
Johnson has issued an order designed Press Club, in Nassau street, New York, 
to prevent clerks in postoffices and su- are decorated with the largest and fin- 
perintendents in charge and clerks in est collection of newspaper front pages 
branch stations from encouraging the to be found anywhere in the world. 
purchase of postage stamps and postal QOver fifteen hundred periodicals from 
cards by outside persons. The penalty all parts of the globe are represented. 
for violation of the order is removal Artistically mounted on cloth stretched 
from office. The abuse is somewhat over wooden frames, this mounting has 
prevalent in the vicinity of every large heen done so cleverly that each of the 
city, but particularly in New York panels has the appearance of having 
City, and the sale of stamps to busi- heen printed from a lithographic stone. 
ness firms within the territory of the The club is indebted to Harlan P. Hub 
city offices by agents of postoffices in ard, the advertising agent, for the col 
small places it is estimated has grown fection. He presented it to the club a 
to an aggregate annual sale of $250,000 few months ago.—Newspaperdom. 
worth of stamps. The advantage gained soe 
by the forced sale otf stamps is in- NEWARK. N. J 
creased salaries for the postmasters and ; gags = . Ses 
in largely increased allowances for _It Is a_ tact little appreciated that 
clerks and other office expenses For Newark is advertised extensively by the 
instance, a postmaster at a fourth-class local billposting company. In its efforts 
office might easily increase his salary to obtain customers it mails information 
from $320 to $1,000 per year by selling concerning this city all over the United 
a single “order” of $2,000 worth of States, from Maine to California, and 
stamps. In order to obtain purchasers from Michigan to Florida Business 
such postmasters are believed to offer men in all sections are told about New- 
their stamps at a discount By selling ark’s population, its industries, the rail 

,000 worth of stamps for $1,750—a roads which intersect it and other 





sufficient inducement to procure a pur- 


chaser under almost any circumstances 

the postmaster would still clear a 
profit of $430. On this principle it is 
accepted that most of the stamp sales 
indicated have been made. A phase of 
this same abuse of the postal regula- 
tions is not covered by the changes in 
the regulations ordered Large manu- 


facturing firms, particularly such as do 
an extensive advertising, solicit the es- 
tablishment of a fourth-class office near 


their works, have one of the proprie 
tors appointed postmaster, detail a clerk 
to perform the duties, and credit the 
or cs paid as so much postage obtained 
free.—New York Sun 
—o 

THE SUBLIMATION OF GENIUS. 

Every publication believes in adver- 
tising—for the other fellow That is 
why they all employ men who do noth 
ing but solicit advertising. Whv do 
they not all, to he consistent, believe in 
advertising on their own account? There 
have been certain sinister ‘‘understand 
ings” between certain publishers. They 
agreed among themselves not to adver 
tise their own publications This was 
done so that no paper should have an 
advantage over any other paper, for if 
one should advertise it would result in 
a wild scramble for all to do the same, 
and this would necessitate an expendi 


ture of money which might just as well 





remain on deposit. It must have been 
a brilliant intellect that could conceive 
so great a plan. The fellow who con- 
structed the Colossus of Rhodes was 
pretty good at big things himself, but 
he must not flatter himself that he is 
quite the heavyweight in his line. J. 
Pierpont Morgan. who has won some 
reputation for accomplishing things, we 
must admit, is doing fairly well, but 
J. P. still has time for improvement 
and vainly dreams, for aught we know, 
of some day equaling the great con 
structive genius ot this publishers’ 


agreement.—Advertising Experience 


Newark 


(N. J.) Sunday Call. 
oe 
Classified Advertisements. 


Advertisements under this head two linesor more, 
without yom pray 2scentaaline. Must be 
handed im one week in advance 


WANTS. 


ads 


points 
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Send for free prospectus 
-w York or Chicago. 


cools eh red, , desires partial em 
“ EQUITY,” 397 E. 62d St.. N. Y 
wee wants an “Al” correspondent and ad 

writer! GEO. W. SMITH, M.D., Macon, Mo 


N ORE than 200,000 copies $s of the morning edi 
4 tion of the World are sold in Greater New 
York every day. Beats any two other papers 


pusx ASHERS’ COMMERCIAL UNION . 2 credit 

agency covering all advertisers and agents 
every publisher needsit. Details at Boyce Bldg.. 
Chicago, or Temple Court, New York 


VHOTOGRAP HER wants | steady fposition on 
newspaper. alifications first-class. Have 
fine 8x10 outfit we Ive years’ experience. WIL 
BUK M WAITE, 26% East’n Ave., Springfield ,Mass. 


WE want an expe rienced subs ription agent 

in every city who knows how to handle 
canvassers, State experience and send references 
CHRISTIAN REVIEW, Subscription Department 
Kalamazoo, Mich. 


A YOUNG man wants position of correspond 
ent or secretary. Is now assistant to the 
advertising manager of one 
cerns inthe country. Doorseclosed by a strike 
“A WORKER.” care Printers’ Ink 
( RDERS for 5 line advertisements 4 weeks $10 
in 10 Illinois newspapers . 100.000 circula 
eae we r: af other Western weekly papers sani 
ogue on application CHICAGO 
NE w SP APER UNION, 10 Spruce St.. New York 


ye NG man. 33, clear. crisp carefus editorial 
writer, first-class reporter telegraph editor 
or proofreader desires 
daily or pre ee iy meg? 
a Ves 
Ww 












of the Jargest con 


position on interior 
y in an Eastern or 

St analse set type Address 
Mc LEOD ‘Salt ‘Lane City, Utah 


T° Publishers of Trade and Class Journals—It 

is alinost a foregone conclusion that you 
reel the need of « Chicago representative, one 
capable of looking after the business end as weil 
ax to contribute news notes, gossipy correspond 
ence, ete pertinent to the interests you repre 
sent {havea plan which will readily comment 
ifself to you because it is bot. economical and 
meritomonus. Address" PORBLISHER,’ 941 Stock 
kxchange Building, Chicag¢ 








PRINTERS’ INK, 


4 HIGH-GRADE class journal, issued in maga 
£* zineform and occupying a tield distinct 
ively Its own. can use to advantage the services 
ot afew live and aggressive representatives in 
the leading cities of the country on most liberal 

In w eee ng previous experience and 
referer as to og ge capability, 
Addre: - P U BL ISHER f . & 1, M1 Stock 
Exchange ne Chicago 





iDV. ERTISING INSTRUCTION. 


PDCPDCPDCPDCPDCPDCPDCPDC P DCP DCP 
I D 


C 
a \ ’E TEACH ADVERTISEMENT WRITING BY P 
D Lb D 


( The men who earn the most mone yto C 
day are those who create and increase P 
) business. Such men are in demand all D 
c over the country, and the qualified adver C 
P tisement writer finds that his work liesin P 
D this direction where the pay is large and D 
’ the work is agreeable. For the past four C 
P years we have taught many persons ad- P 
D writing by mail, giving each student per- D 
© sonal and individual attention through. C 
P out our course, with the result that scores P 
D of our graduates have been placedingood D 


© paying positions, from $35 to $75 a week ( 
P The prospectus, whic h tells the whole P 
DD story, will be sent you if you asi ) 
(© PAGE-DAVIS ADVERTISING SCHOOL, C 
P Suite 1410, 150 Nassau St., New York C ity, P 
D or 167 Adams St., Chicago.. Hl. D 
‘ Cc 
D D 
PDC PDC PDC PDC PDC PDC PDC PDC PDCPDCrP 


rd 
BILLPOSTING AND DISTRIBUTING. 
| ILLPOSTiNG and distributing. FRANK BEN 








HAM, Homer, Mich. 
~~ 
MAILING MACHINES 
( ‘ET the best, the Matchless, - REV. A. DICK, 
¥ 43 Ferguson Ave, Buffalo, N.Y. 
- ae 
SITUATIONS WANTED. 
PROOFREADER, Greek, Latin, French, En 
glish. References BOX 201, Albion, Il 


—— a — 
ADVERTISING CUTS 
O you write ads? Send address on your busi- 
heos stationery for invaluable information, 
HARPER SYNDICATE, Columbus, Ohio, 
+o -—— 
POSTAL C: 1RDS | Bol 'GHT. 

U NCANCELLED printed or addressed postal 

pions and stamps bought for cash URR 
M ANU FACTURING CO., 614 Park Row Bldg. N.Y 


iree, 





oe 
SPECIAL RE PRE: ENTATIVES., 
| A COSTE AND MAXWELL, 
4 38 Park Row, New York, telephone 3293 Cort- 
landt, special representatives tor leading daily 
hewspapers, 





~7o- 
LETTER BROKERS 
] ETTERS, all kinds, received from newspaper 
4 advertising wanted and to let. What have 

you or what kind do you wish to hireof ust THE 
MEN OF LETTERS ASS'N, 595 Broadway, N 

++ 

PRINTERS’ MATERIAL. 

NI ODERN MACHINERY, new and rebuilt. 
4 Material, new and second hand 





Type, new only, at foundry prices and dis 
counts. 
Quality above price 
From a cylinder to a bodkein | furnished 
CONNER, FENDLER & CO, N, Y. City. 
+>, 


BUSINESS OFFORTUNITIES, 


EARN to writeads 


Send for free prospectus. 
4 PAGE-DAVIS CO 


New York or Chicago. 

N exceptional opportunity fora prac tical sub- 
antial printer. Modern plant, cost 
three years ago Can be boughi cheap on long 





time, one-third cash, rent free $1,000, high-class 
work, monthly. goes with office New York City 
office, Address “B.,” care Printers’ ink 


27 
COIN C€ CARDS. 








R2 PER 1, I more ; any printing 
R3 THE ¢ ‘OIN Ww RAP P E R CO., Detroit, Mich 


+o 

ILLUSTRATORS AND ILL( STRATIONS 

I | SENIOR & CO., Wood Engravers, 10 Spruce 
St., New York. Service goodand prompt. 


H: ‘LF TO TONES. 


JERFECT coppe r half- -tones 1-coi., 





$1 ; large;, 





0c per in. THE YOUN( fOWN ARC EN 
GRAVING CO., Youngetown, Ohic, 
eo —- 


ARGENTINE DAILIES. 


CTIVE agents wanted to solicit ads for two 


4 Buenos Aires dailies of 50,000 circulation 
each, C gx one room I%4, Produce Ex 
change, N. Y. 


+o 
BANKRUPTCY BLANKS. 
RAnxERvETC Y BL: NKS- - Wholesale 
tail. Uniform U.s8 8 forms 
sets, $1.25. LAW REPORTER CO, 
D.C. Discounts to trade only. 
<*- 


ADDRESSES. 


ADDRESSES of Indiana farmers 
50, OOO All new and up to date. $1.50 per 
thousand postpaid. Cash with order. Address 
NEWS PRINTING CO., Birdseye, Indiana, 
— > - 
ATTORNEY AT NEWSPAPERDOM. 
E XTENSIVE experience in combining dailies 
4 and weekly properties, stock companies and 
otherw _ Open for engagements for early fall 
Cc. F. DAVID, Abington, Mass., Expert at News- 
sapention. 30 years’ experience. 





and re 
Voluntary 
Washington, 


_ +? 
ADDRESSING. 


WE manufacture addressing machines, ad 

dress envelopes, wrappers, ete. ; compile 
lists of names in any distinctive trade or profes- 
sion from the most reliable sources. An inquiry 
will bring our catalogue, which may solve a 
proble ~ for you F. D. BELKNAP, 29 Broadway, 
New x 





FOR AD BUILDERS AND PRINTERS, 
PAUL NATHAN says: “ ‘The Practical Color 
ist’ is a ready reference book that will give 
instantly the information needed. and not to be 
found elsewhere Its over 100 display and color 
pages * give many valuable suggestions to the ad 
yuilder. mu need the book. Write for full in- 
formation to tHE OWL PRESS. Burlington, Vt. 











oe — 
,ARBON PAPER. 


“WE thought we were using the best carbon 
and that it must necssarily be dirty, 
sticky and smutty but find after using Whit 
field's that we were mistaken.” Samples of type 
writer or pen-carbon tor stamp, 

The finest woven typewriter ribbons, by mail 
hie. postpaid. WHITFIELD CAKBON PAPER 
WORKS, Red Bank, N. J. 


eae 
ADDRESSING MACHINES. 
— are many socalled addressing ma 
chines on the market, but remember that 
Wallace & Co.'s is the only one now in successful 
use among the large publishers throughout the 
country, such as Printers’ Ink, Cosmopolitan 
Magazine Co., Butterick Pub. Co., Comfort, of 
Augusta, Me., and many others Send for cireu 
e. 


lars WALLACE & CO, 10 Warren St.,N 
TO LET. 
7° LET: White Mountains—Gentleman’s resi 
dence to let toan approved tenant for the 


season of 1961; most attractive 
reach of the Waumbek Golf Links, fully tur 
nished ; three bathrooms . copious water supply 
six fireplaces; three sitting rooms ; 11 bedrooms 
vine-ciad piazzas, st» bling for six horses excel 
lent garden For further particulars address 
owner, GEO. P. ROWEL mm ars ington on Hudson, 
N or No, 10 Spruce St., y 


situation, witha 
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NUMBERING MACHINES 


kK numbe ring machine is the best. WETTER 


ON 





NUMB’G MACHINE Cu.,515 Kent Ave. Bkiyn 

L INOTYPE EQU IPMENT. 
igh Furnaces, Slug , Cutters, Saw Tables, 
Ingot Moulds, eveled Col. Rul s. Send 


M’FG.CO., 
— os - 
ELECTROTYPES AND STEREOTYPES. 
EK LECTROTYPE or stere 
4 want good ones, order 
Reliable,” St. Louis klectrotype 
2:1, North Third St., St. Louis, Mo. 


ADV. ERTISING DESIG NS. 
( RIGINAL best 


for cat. F, WESEL, 82 Fulton St, N.Y. 











Sees: When you 
rom Bright's “Old 
Foundry, No. 








IDEAS, The art 
5 -partment 
LL ENGRAVING © 
140 Fifth Ave. 
+ 
PRESSWORK. 
I IGH-CLASS presswork is our specialty. We 
have the reputation of doing the best half- 
tone printing in the business. Consult us be fore 
placing order. FERRIS BROS., 45-51 Rose St., N Y. 
—+>_—_—_——_ 
PAPER, 
A LL kinds of paper er, all degrees of quality. Ev 
ery weight, color and finish. No mutter 
what you are going to print, before you select 
the paper write to us and mention what you 
want Wecan be of great assistance to you. We 
have everything in the paper line and the price 
is ae 5 ASSETT & SUTPHIN, 45 Beekman St., 
ew 


equipped 


, New York. 











——_+o+- 

IMPOSING STONES. 

MPOSING Stones, best quality Pennsylvania 
slate imposing stones 


Any size stone made 
to order. rite for prices. JOHN H. P. KEAT, 
Pen Argyl, Pa. 





I EST quality Georgia ‘mart ble imposing wi es, 

two inches thick, 50 cents square foot. ash 
with order. THE GEORGIA MARBLE FiNisit 
ING WORKS, Canton, Ga. 
os 
PHOTO ENGRAVING. 


STANDARD ENGRAVING CO., 61 


‘HI 
| St., New York. 


Fe LTON ENGRAVING Co. 

Designing and engraving by 
methods. Correspondence solicited 
St., New York City 


i ie finest engraving plant in the world 
Our half-tone plates are known everywhere 
GILL ENGRAVING CO 
140 Fifth Ave., 

+o 
ADVERTISING NOVELTIES, 


IN genuine ¢ Jonfederate money for only 
q S500 2 CHAS. D. BARKER, Atianta, Ga. 


» CYCLES and tricycle wag’ns. Factory to buy 
Jer. Write ROADSTER SHOPS, ( ‘amden, N.J. 


6 le warmest of all PRINTERS’ INK babies is THE 
AD-WRITER, St. Louis. en cents brings 
World’s Fair City, 1903. 


ge the purpose of inviting announcements 
of Advertising Noveities likely to benefit 

reader ax well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 

+or — 

MISCEL LL 4{NEOUS. 


4 MONEY making sec *rets a’ da year’s sub. for 
2ie. THE NE we ENTU RY, Waterville, Me 


\ TILL exchange §j pace with weeklies and mail 
order papers. INDEPENDENT, Grant, Mich. 


\ ORPHINE, opium, laudanum, cocaine and 
4 liquor he abits permanently and painlessly 
cured at home. No cetention from business ; no 
inconvenienée , action immediately , leaves sys- 
tem of patient in natural, healthy condition, 
v ithout desire for (rugs. Cure cuarentecd for 
$10. Write for particulars. DR. ING CO, At 
Ienta, Ga. Re ference Capital City National 
Bank, Atlanta 


Ann 


all modern 
130 Fulton 


as the best. : 
New York, 





sample copy. 











PRINTERS’ 





INK. 
HELP WANTED, MALE. 
oU G men, learn illustrating. advertise 


y ment writing, bookkeeping, stenocraphy 
or journalism by mail. Tuition payabie 60 days 
after securing position paying $13 weekly. 
tion course in which interested. CORRSPOND 
ENCE INSTITUTE OF AMERICA, Scranton, Pa. 
+> -——__— 
NEWSPAPER POSITIONS 


en 





fe purpose of Fernald’s a 
per Men's Exchange 1s not *‘ 
get jobs for those who don’t succe he 
in finding a nt through the 
usual channels,” but to search out 
competent and wh. B editors, writ- 
ers and advertising men and recom 
mend them to publishers. Nocharge 
to employers, registration free, fair 
commissions from successful candi 
dates. 15 CedarSt.,Springtield, Mass. 








PREMIUMS. 


I ELIABLE goods are trade builders Thou 

sands of pageeetve premiums suitable for 
»ublishers and others from the foremost manu 
‘acturing and wholesale dealers in jewelry and 
kindred lines. 700-p. ill’d list price catalogue 
ree. 8S. F. MYERS C 0. ., 48-50-52 Maiden Lane, N.Y. 


pee OR (aig CHA 8, by John Habberton, 
4% by 6X inches in size, 280 pages, 136 
illustrat ons. Substantially bound in cloth, 
covers stamped in colors and silver. An ele 
vating, inspiring book for the American youth. 
A true and interesting narrative of the long list 
of poor American boys who have risen to success 
and fame either in public life, the professic ns or 
the world of commerce. Should be given to ev 
ery American boy as an incentive to pluck, self 
reliance and instruction. Written in a style 
which boys will read. A splendid premium arti- 
cle tor publications or the mail order trade, Ad- 
dress LENRY ALTEMUS CO., Pubs.,Philade!phia 























—— +> 
BOO 
I EARN to Aid ads. — for free ore ctus 
4 PAGE-DAVIS CO w York or Chicago. 
cere Cc OME, F Fist SERV ED! 
a $2.5 


Any one who onunien 8 in m has dealings with 
newspapers and periodicals has a chance to se- 
cure now, at mee: a copy of the AMERICAN 
NEWSPAPER DIRECTORY FOR 1900, MARCH ISSUE. 
A complete catalogue of the Contemporaneous 
American Periodical Press and the recognized 
Authority on American Newspaper Statistics , 
over 1,400 pages, py price five dollars. A 
limited num ber of this edition only is left over 


that can ve had at the above reduced price. All 
of the other editions of 1900 were exhausted 
within the months of their respective issues. On 






receipt of i the book will be sent free of ex 
press charges. Address GEO. P. ROWELL & CO., 
10 Spruce St.. New York 


940 940 BLOOMFIELD ST., 

HOBOKEN , May 10. 
Messrs, Geo. P. Rowell & Co., 10 Spruce 
Sirs—Thank you for your promy 
sending copy of “ Ready-Made Advertisements 
I have been much interested in the installments 
of them as they have appeared in the “ Little 
Schoolmaster,” and veges ie at the chance of get 
ting a compilation of them without mutilating 
my own file. 

You have certainly selected a most desirable 
form and size for this little work —_It is conven 
iently referred to, and the index I find very com- 
ple te. Perhaps the most meritorious part, though. 
is the introduction. Its suggestions as to th« 
steps by which good “ ads” are b ilt, the med: 
ums for giving them publicity, and your hintsof 
printers’ secrets and gene eral ty vographic: al ef 
fect must prove, I fancy, invs mashes alike to re- 
cruit and veteran inthe ranks of advertisers. 

It should run through gs! editions. 

Very truly yours, +) W. DURAND 

The book ‘of “ Ready Made sdvastmaee nts 
contains 504 advertiseme — and will be vent to 
=“ age upon receipt of 

10. P, ROWELL & CO,, » % : 





1901 
N. Y. 








ress in 


10 Spruce St 


PRINTERS’ INK, 29 


SUPPLIES. 
G 1 AUGE PINS, 3 for ate. PRiNTERS SUPPLY 
co., Grand Island, Neb. 


’ t" !S paper is printed with ink manufactured 
by the W. D. WILSON PRINTING INK ( 
Ltd., 17 Sprue e St., New York. 

cash buyers 


Spec ial prices ‘a 


+o - 
NEWSPAPER B iRGA INS. 


WEEKLY in Ohio, easy terms. 
S1, 000 $1,600 weekly in Virginia, one-ha f 
cash. 


$2,000 weekly in New England, one half 
For a practical man with $1,000 cash a good 
opening in New Jersey Death the cause. AnIn 
diana property paying about $3,000 a year can be 
bough’ 
Owner writes $12,500 will buy a monthly—pays 


bout $7,500 a year. if bought at once. 
Those who = ith business are inv ited to visit 


or come 
( AV ID. Abington, Mass., Confidertial 
Broker and Expert in Newspaper Properties. 





So anal 
PRINTERS, 


ARN to write ads 
PAGE-DAVISC.). 


Send for free 


prospectus. 
, New York or 


hicago. 


L* 
W HEN you need office stationery s8cnd sample 

of what you are now using and let me quore 
prices. It will cost you nothing and neh pre fred 
save you many dollars. High grade work at lo 
rade prices. ILCOX, THE PRINTER, Milford, 
New York. 


WE © print an attractive, booklet, 8 pages, 
34¢x5 inches in size, wire stitched, fine paper, 
oa color of ink, 1,000 booklets for $i0, 5,000 for 
wer illustrations and writing cop . if so de 
a make small additional charge. 
PRINTERS’ INK PRESS. 10 Spruce St., N. Y. 


7 YPEWRITER circulars, noteheads, letter- 
heads, billheads, envelopes, pamphlets, book- 

lets, circulars at < pod rices 

work solicited. Send 

and we will quote you pri 

money. STANDAKD P’T’ 


edicine co. 
les of what you want 

Ses that will save you 

G CO., Leesburg, Ind. 


~~? 
NEWSPAPER ADS SECURED. 


I F you are a publisher, anxious to secure more 

advertisements for your paper, this may in- 
terest you. What is to follow is based upon a 
publisher’s experience, cou; led witha know ledge 
of the advertising and advertising agency busi- 
ness. 

During the past few years the writer has se- 
cured some of the best advertisers in the coun- 
try for a unique and original advertising me- 
dium by a unique and persistent system of per- 
sonal letter writing, direct to the advertiser him 
self and to his advertising agent. 

During that time have gathered and classified 
and card-indexcd an immense amount of iifor 
mation about advertisers and their methods and 
times of placing business, through which agency 
each does it, and, what is even more important, 
the particular man in each firm and agency who 
has the particular business in charge. 

1 am prepared to adapt my plan to your paper 
without interfering with my own journals, and 
uadertake a small service for you which will 
show big results. 

Send a copy of your paper, and write me fully 
about its fleld and work and circulation. 

I will prepare from my dates a list of 100 or 200 
possible customers and a series of special per 
sonal letters, to be scnt one each week to each 
advertiser on the list until an order is secured 

Will (ypewrite the letters ready for mailing if 
desired, and even attend to that from here if you 
furnish postage. If you are interested, address 

JAMES KOACH,P. O. Box 923, Philadelphia. 

See advert:sement of our journals, the Church 
Press Association, in this issue of PRINTERS’ INK. 


ADVERTISING MEDIA 
ia CHRONICLE, Princeton, Ky 








Ts GOLFER, Boston. Oldest golf publication 


in Ame ica 

re ) GOLFER, Boston. 
in America, 

le ~ GOLFER, Boston. 
in America, 

slg ~ GOLFER, Boston. 
in America. 

7s E GOLFER, Boston. 
in America 


Oldest golf publication 
Oldest golf publication 
Oldest golf publication 


Oldest golf publication 





T= E CHRONICLE, Princeton, Ky., is rate | 1,800 
weekly in plain figures. 
] ARDWARE DEALERS’ MAGAZINE, sam 
pie copy 10 cents, New York City. 
_— roach mail-order buyers at 10c. line, use 
AG “NTS’ GUIDE, Wilmington, Dol 


*) = CENTSa line for 100,000 circulation. SOUTH 
EKN MAGAZINE, Albertville, Ala. 


clients 
1881. 





ae ERTISING agents serving their 
4 honestly, call up TOILETTES ; estab 
I EARN to write ads. Send for free prospectus. 
4 PAGE-DAVIS CO., New York or Chicago. 
1 INCH $1—25,000 ci culation potmantend. 
FARM AND HOME, Homer, Mich. 
4( WORDS, 5 times, 25 cents. DAILY ENTER- 
P RISE, Brockton, Mass. Circulation 6,800. 
= f\ WORDS for He. 10,00) circulation guaran 
e teed. THE AM. MAGAZINE, Homer, Mich. 
4 ee reach mai! order buyers,try PENNY MONTH 
, 10c. a line, cire’n 25,000; Youngstown, (, 
1¢ Cc ENT a word, 25,000 circulation guaranteed. 
ads taken’ for less than 2c. FARM AND 
He ME, ‘Homer, Mich. 
| LACH the best Southern farmers by planting 
your ads in fy AND TRADE, Nashville, 
Te an! Only 10c, a lir 
NY persen saveniiainn in PRINTERS’ INK to 
F the amount of $10 or more is entitled to re- 
ceive the paper for one year 
DS for the WESTERN SCOUT, Wichita, Kan. 
F Official organ Improved Order of Red Men 
State of Kansas. Order growing rapidly. 
TS E STAR, Wichita, Kan., reaches over half 
the rural families in Sedgwick Co., pop.45,000, 
though there are 14 other local news weeklies. 
DVERTISERS’ 





GUIDE, New Market, N, J 
é Circulation 5,000 sample free. Mailed 
postpaid | year,25c Ad rate, l0c. line. Close 24th. 


Berens buying or selling a farm read FARM 
LOANS AND CITY BONDS, 155 La Salle St., 
Chicago, Il. 





Dcsisns~ copy 10 cents, one year, $1. 


Vian SUN, one of the wetteg weeklies of the 
Che rokee Nation. Ads in its columns at 
tract attention. WEEKS & CHAPMAN, publish 


ers, Vian, 


rPHERE 8 are others, but none so practical and 
helpful as THE AD WRITER, St. Louis. 
World’s Fair City, 1903. 10 cents brings sample 
copy , $1 a year. 
F you wish to reach the bottling trade of this 
country, advertise in the AMERICAN CARBONA 
TOR AND BOTTLER, 67 Liberty St., New York. Es 
tablished in 1881 


I ELGIAN hare culture is most profitable 
». If interested, free sample BEI 

HARE NEWs, Chicago, is very interesting ; 

10,000 circulation , greatest hare adv. medium 

r[ BE REVIEW, Brady, Neb.—four-page weekly. 
Only newspaper in eastern Lincoln County, 

a growing anc prosperous farming country. 

Adv. rates reasonale. Send for sample copies, 


yw = ae and others with premium goods 

-Il please send catalogues and prices to 

THE ‘PATHFINDER PUB. CO., Pathfinder Post 

office, Dist. of Col (av. cir. 30,060, 10 cents an 
agate line). 


N ANUFACTURERS buy large amounts of ma- 
4 chinery,. supplies, « ane tage etc., for fac- 





tory and office use. Advertise your goods in 
THE MANUFACTURERS’ "ou RNAL, Brox. yn, 
New York. Write us. 








370 PRINTERS’ INK, 


I RISTOL (Fla.) FREE PRESS is a country 

weekly with a cireulation of 300 copies every 
week published at Bristol, the county seat or 
Libe rty County and in the center of a very fer 
tile agricultural district 


K EY WEST, Florida. Read and advertise in 
AX. the Key West ADVERTISER, the only news 
paper ever published 1n the most seuthern point 
io the O.S Established 11 years, 8 fol. es 
uniy 9 miles from Havana, Cuba. J I. Ball, Mer. 


Pass CO. PRESS 

Nine $-page weekly suburban papers, 12 to 
19 miles from New York City. Total circulation, 
:,600. Classified ads, 5 lines, otc, per month. 
Display advertising, $1.5v per inch per month, 
Main office, 266 Main Street, Paterson, New 
Jersey 


‘Pee Wrigh tsville TELEGRAPH is the only ali 

tome print newspaper published in the 
astern section of York Co. It covers the richest 
section ot Pennsylvania and yoes into the homes 
of wellto-<do tarmers every week. It carries 
eighteen to twenty columns of advertising. For 
rates address THE TELEGRAPH PUB. CO 
Wrightsville, Pa. 


pg ds IT—!, FE. P. Boyle, publisher cf the 
: Houston WEEKLY TIMES, beingduly sworn, 
say that the average number of copies eact 
issue printed and circulated since Janu 1, 1900, 
of tbe paper, has been 1,408. &. P BOYLE, Pub 
iusher. Subscribed and sworn to before me, this 
iith day ot January, i901. 5S. k. TRacy Notary 
Public ws and for Har , 
aad | UR NEW POSS 

c luded in the ter 
advertising ‘Our new people” are crav ing tor 
your goods. Teli them what you have by adver 
tising in our list ot over five hundred newspa 
- rs of Tuba. Porto Rico, Mexico, Central and 
South America Send for rates 

OPTIMUS & ©O., 19 Broadway, New York 


he +E FREIE PRESSE. Wilmington, Det. The 
onky German newspaper—a daily 2! years in 
existence— published in Detaware, and the only 
ne between Philadelphia, Reading and Balti 
more 

If you want to reacha good German trade 
place your advertisement im the columns of 
this paper Resuits prove the value of the me 
dium. Write for sample copies and advertising 
rates 













HE best adv’g medium in Dodge (ounty Minn 
—the greatest agricultural ana dairy regiou 
in the State—is the DopGE COUNTY REPUBLICAN 
Fst. 1867 Through no other source can the well 
to-do constituency of this paper be reached so 
economically as through the REPUBLICAN All 
bome print The best equipped country printing 
establishment in the State. The REPUBLICAN car 
ries more ads. ata higher rate, than any paper 
in Dodge County—it reaches the pe ople For rates 
and samplee address B. A. SHAVER, publisher, 
Kasson, Minu 


+e ~ 
CGLOR PLATE MAKER 


ie K KIRSTEN 170 Fulton St. N.Y . expert 
in making color plates for printing in book 
lets, catalogues, labels or newspapers 








FOK SALE 


EARN to write ade Se nd for free prospectus 
4 PAGE-DaVIS“<O. New York or Chicago 


X52 Hoe double cylinder press box frame 
speed 3,209 $1.00 WANNER'’S PRINTING 
u. ACHINERY, 298 Dearborn St. C hicago 


00( BUYS a Democratic weekly in 
S85, county seat town in Cahfornia 
Wall clear purchase price in two years 

care Printers’ Ink 


poe SALE—! Country Campbeli press peu 28x40. 
good condition, price, $25, | Dexter Inter 
mediaty folder attachable price $150 }) Gem 
yaper cutter, Winch good as new pri 2 S106. 400 
ee brevier body type. used six mouths. 2c. ib 
Termscash TIMES PUB CO., Warren, Pa 


VERY issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers 
as wellas by advertisers If you want to buya 
paper. or to sell a p: per or type or ynk the thin 
to do is toannounte your desire in a classifie 
advertisement 1n PRINTE RS INK. The cost is but 
*5cents a line As‘a rule, one insertion will do 
the business Address PRINTERS’ INK, 10 Spruce 
Si. New York. 


MAGAZINES FOR SALE. 


21 MAGAZINE. 10 cent, well estab 
$1 5,006 lished, with 30,000 part cireuia 
tion and fair advertising. Sale imperative. Spe 
cia. advantages for building circulation 

$10,000 ; good foundation . 40,000 paid circula 
tion and growing. Eitber of these magazines 
offer attractive openings tu those who wish to 
enter the magazine field without coming in di 
rect compe’ tition with the big magazines 
EMERSON PF HARRIS, 253 Broadway, N. Y 


— (6 
ADVERTISEMENT CONSTKUCTORS, 


KTHORE.SWETIi ~— Buiiding , Chicago 
4 Maul order business on! 


\ = @? cr my a bringing ads. 
JODWIN, Maiden, Mass 


Vy 7M. WOODHOUSE, JK., Trenton, N. ).. writes 
advertising that inspires confidence 


] HAKN to write ads. Send tor free prospectus 
4 PAGE-DAVIS CO., New York or Chicago 
Te tY a doilar’s worth ot A ae s Pertinent 
Paragraphs. P.O BOX 77, Buffalo, N Y. 

M doing more and better work than ever 
é JEL SCARBORO 557iHalsey St., Brooklyn 
\ ELVILLE E TRKUX, Hartford, Conn., writer 
s illustrator printer. Fine booklets specialty 


ah AILERS, ada a mail order de -partmen 
KO. R.CRAW 11> Dearborn St Chicago. 1 








iCHTY Family Remedies ndsersising is onr 
4 work. Samples fre M. P GOULD CO, 
Bennett Bia .N. ¥ 


W E REVISE, EDIT AND CRITICISE ADVERTISING 
MATTER WRITERS’ slD ASSOCIATION, 1436 
AM. TRACT BUILDING, y YORK 








= ()' + Sent me wili Dring you an ad which will 
”» increase your trade. This is just to get 
acquainted. C & PERKINS, 3 Globe Building. 
Boston Mass 


I ETAIL MERCHANTS~— For §i2 yearly 1! fur 
nish every week catchy, trade bringing ads 
any size Sample, 2c. Send facts. Mu 
KEIFE, W hiting, Indiana 


N! )T how cheap but bow good. My work is 

a not the cheapest but i try to make it the 

My st. Monthly service $> tu $8 month EDWIN 
. KAKNS, a34' E. 42d St. Chicago 


on ACK THE JINGLER’S ” best of fads 
Is writing rhyming business ads, 
Ot pith and point, for every use 
His New York address is 0 Spruce. 


Cory for 8-page booklet $3.75: four trial ads. 
%. advice on any business subject. $25 
yearly service $6 per month up owing tc amount 

ot work FRANK B. WILSON Kenton Ohio 


BARGAIN for storekeepers. Ten original 
Z cert cows og advertisements to fit 4 
incb space cash Satisfaction guaranteed 
STAR ADW HITE: RS Star Bldg. \\ ashington, D.C 


I AUNCHING a new business! Whether it wil: 
4 bean ocean liner or a catboat may depend 
on the advertising Let us start you right 
SNYDER & JOHNSON Advertising Wrmters and 
Agents Woman's Te mple_ C “hie ago 


I ENRY FERRIS his CF mark 
1049 Drexel Building. Philadeipbia 
Adwriter and designer Illustrated magazine 
and trade journal ads chiefly—the kind you see 
first on a page. and remember Write for sam 
ples. inciosing some of y. vur present ads 


W & offer intelligent service in writing and il 

lustrating advertisements - effective. wel! 
written nicely displayed ads Advertisements 
put in type =. - lee pty er 8 furnished We do 
all orany 4 Jy f this work. Price rea 
sonable G “ORG e ROW EL L & ( O., 10 Spruce 
St, New York 








DWRITEKS and designers shoud use this 
y column to increase their business. The 
price is only 25 centsa line being the cheapest 
of any medium published. considering circula 
tion an‘tinfluence. PRINTERS INK hax over one 
hundred imitators, yet PRINTERS’ INK covers al! 
their territory besides its own chosen field A 
number of the most successfui adwriters hav- 
won tame and fortune through persisten' nae of 
— c mihi ge he y began small and kept at 14 

ou may do likewise. Address orders. PRIN 

ERS’ INK, 10 Spruce St., New York. 


———— 
‘ 


PRINTERS’ INK. 


They Need Booklets 


Every advertiser can use at least one booklet to 
good advantage. Inclose one in every letter or pack- 
age that leaves the store or office. Booklets admit 
of a more detailed and polite argument than news- 
paper ads. 

Every optician, jeweler, clothier, shoedealer, tailor, 
in fact every retail and wholesale merchant, manu- 
facturer or jobber needs booklet advertising. 

We furnish an excellent 8-page booklet, 3'%xs5 
inches in size, fine paper, presswork and ink, for 
$to per 1,000; 5,000 booklets for $26. This kind 
of booklet is good enough for any business and just 
about large enough for most purposes. 

Send for free sample booklet. 


CALL ON OR ADDRESS, 


Printers’ InK Press, 
10 Spruce St., New York. 
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THE UNSATISFIED DE- 
MAND. 


If you hitch one horse to a four- 
horse load and he cannot budge 
it, you do not blame him, do you? 
He may be strong and willing, but 
there is a limit to his powers. 

Advertising is a good horse to 
keep a business moving, but it 
will not do everything. Inability 
to grasp this elemental truth is 
largely responsible for many a flat 
and dismal failure. 

The copy may have been ap- 
proved by half a score of severe 
critics. Ripe experience may have 
dictated the selection of mediums, 
A talent for driving bargains may 
have been tnited with the widest 
knowledge of prices in fixing the 
rates. Yet the enterprise may 
have been a bitter frost, and the 
financial backers of the scheme 
may go about the streets with 
bowed heads and leaden hearts. 

Why? 

Simply because when public in 
terest in the article advertised has 
been artfully aroused there are no 
goods at hand to gratify it. The 


maple tree 0. curiosity has been 
tapped, but no buckets are ready 
to catch the sap. 

For instance, your advertise- 
ment says “for sale everywhere.” 
Now, “everywhere” is a big word. 
It includes all the stores in town 
in which the goods might be look- 
ed for. But they are not on hand. 
Or, possibly, they are stuck away 
on a dusty top shelf, as carefully 
hidden as the box of rat poison 
which a prudent mother wants to 
keep out of the children’s fingers. 

Advertising is a vain thing un- 
less it is backed up by vigorous 
work among the dealers. 

“Any novice knows that,” you 
may say. Possibly, but many nov- 
ices act as if they expected adver- 
tising to work miracles, and some 
veterans are not much better.— 
National Advertiser. 

o 

THE RING OF CONVICTION. 

The advertiser who believes in him- 
self and in his goods can give his work 
the ring of conviction. This sort of 
vim counts. It is an unconscious qual- 
ity—the product of conditions. It can 
not be simulated.—Michigan Trades- 
man, Grand Rapids, Mich. 
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EARLY ADVERTISEMENTS. 


A writer in Church and Home 
has traced advertisements in Eng- 
land back to 1652, and among the 
first that he has unearthed is one 
singing. the praises of a treatise 
“fon the best means to remove hire- 
lings from the Church, by J. M.” 
The “J. M.,” he tells us was no 
other than the author of “Paradise 
Lost” and “Lycidas.” 

Even in Milton’s time patent 
medicines were advertised to the 
world. A Mr. Theophilus Buck- 
worth in those days announced 
that he had made “for the publick 
good, those so famous lozenzes, 
or pectorals, approved for the cure 
of consumption, coughs, etc., etc.” 

Another medical advertisement 
of the period referred to “Small 
baggs to hang about children’s 
necks, which are excellent both 
for the prevention and cure of 
rickets, and to ease children in 
the breeding of their teeth.” 

In the gay days of Charles IT. 
an advertisement appeared in the 
papers to the following effect: 
“Any one having long  flaxen 
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hayr to sell may repayr to George 
Grey, barber and periw gge maker, 
and they shall have rod. the ounce, 
and for any other long fine hayr 
at the rate of 3s. to 7s. the ounce.” 

Coming down to Jater times, we 
are told of a man who advertised 
for a situation as a servant, stating 
that he had moved in the best and 
worst circles ‘“w-thout being con- 
taminated by either;” and of a 
woman who sought engagement 
as a widower’s housekeeper, nam- 
ing her virtues alphabetically. 

From these examples it will be 
seen that in those days, as in our 
own, the reader might often turn 
to advertisements for amusement. 
—Publicity. 


os 
DISCRIMINATION AND DIFFER- 
ENCE, 


advertising 
In the first, beauty of ex- 


Literature is for readers, 
for buyers. 


pression, description, value of scenes 
portrayed, may be the objective ends; 
in the second, the end is to make the 
readers into buyers. For that purpose 
the matter used must have as its para 


mount element convincing power; other 


factors of literature may be lacking, 
but without convincing power all the 
other elements of literature may be 


present without being of use. 
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—Omaha (Neb.) News. 
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PRINTERS’ - INK. 
A JOURNAL FOR ADVERTISERS. 

t# Issued every W ednesday. Ten cents a 
copy. Subscription price, five dollars a year, 
in a Six dollars a hundred. No back 
number: 

ww Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

ta Publishers desiring to subscribe for PRIN'T- 
FRs’ Ink for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

tar if any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line; — measure; display 5U cents 
a line; 15 lines to t inch. $100a page. Special 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, ] F.W. Sears, 50-52 ‘Ludgate Hill, E.C, 


~NEW YORK JUNE 12, 1901. 


WHAT IS CI RCULATION. 


The circulation of a newspaper 
is correctly stated by adding the 
number of complete copies of each 
separate issue printed during the 
entire year preceding the date of 
the statement and dividing the 
sum by the number of separate 
issues. 

The number of complete copies print- 
ed, folded and prepared for distribution 
is the only number that can be absolute- 
ly known and definitely and truthfully 
stated. What is done with the copies 
has a hearing upon the quality of the 
circulation. No newspaper man prints 
copies without the intention of making 
some use of them. To print a surplus 
for the mere purpose of deceiving ad- 


vertisers is too expensive. The same 
object may be achieved just as honestly 
by plain lying, which is cheaper. The 


difference between copies printed and 
copies sold is generally no more than 
five per cent, often much less, but some- 
times as much as twenty or even ninety 
per cent. Just what the percentage is, 
when it can be known and stated, is in- 
formation of much value to the adver- 
tiser who desires to form an opinion of 
the worth to him of a specified circula- 
tion. 
nia sie — 

THE costliest advertising is fre- 
quently that which costs the least 
money to insert. 


THE usual fault with well- 
rounded sentences is that they 
never make a point. 

IN some display advertisements, 
it often happens that “two heads 
are worse than none.” 





PLAINNEsS and simplicity are as 
essential in the illustration as they 
are in the printed description. 


INK. 


WoMEN do not need magnifying 
glasses to read advertisements of 
“something for nothing.” 


IN the Outlook (N. Y.) of June 
1 the Grand Hotel, of Territet 
Lake Leman, Switzerland, has a 
fine illustrated advertisement cov- 
ering about one-third of a page. 
Beneath appears the one-quarter 
illustrated page of the Gordon Ho- 
tels of Europe—of which the Ho- 
tel Metropole of London is per- 
haps best known. Evidently 


American custom is worth adver- 
tising for. 
PERSONS interested in second 


class postage questions would: do 
well to obtain the “Argument be- 
fore the postoffice department in 
opposition to the regulation pro 
posed by the third assistant post 
master general, forbidding the giv 
ing of premiums to subscribers to 
publications entered as_ second 
class matter,” by Harrison J. Bar- 
rett, of Baltimore. 

THE New Orleans (La.) Tele- 
gram has published an edition of 
the paper every Sunday afternoon 
since last September. and the Tel 
egram man in New York says it is 
a success—well liked by the peo 
ple. This is the only paper in the 
United States that publishes a 
Sunday evening edition. The pa- 
per is delivered by carriers to the 
readers—seven days a week for 
ten cents, Single copies are sold 
for five cents. The street sale on 





Sunday evening is stated to be 
2,000 copies larger than on other 
days. 

SoME advertisers patronize no 


class papers because if they use 
one they feel they must use all. 
They dislike the annoyance often 
provoked by so-called discrimina 
tion against any one of a class. A 
leading banker, whose force and 
independence of action have. al 
ways been proverbial, gives his ad- 
vertisements to papers of his 
choice in support of the principle 
of encouraging the best. To pat- 
ronize a paper that is not wanted 
merely for fear of giving offense 
by keeping out is not brave, hon- 
orable or wise. 
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INSERTING an advertisement One 
time is like ringing the door bell 
and not waiting for a reply. 


Tue secret of ordinary mail or- 
der advertising is to use papers 
which reach readers who cannot 
buy at stores, not those who live 
in the cities 

THE Temple edition of Dickens, 
taken care of in this country by 
Doubleday, Page & Co., of New 
York, a volume of which is in the 
writer's hand at this moment, 
brings forth certain ideas not 
without interest to advertisers 
The chromatic frontispieces, the 
soft, lambskin cover. the thin yet 
tough paper, the dainty size, all 
present features which will proba- 
bly obtain recognition and place in 
future catalogues or brochures de- 
voted to fine. furniture, personal 
ornaments, china, silverware, etc. 

everything luxurious and splen- 
did in human eyes. The literature 
will be as dignified as the ware it 
exploits; and we would expect to 
receive, as a necessary evil, a num- 
ber of collectors of catalogues, in 
the same style as our present class 
whose monomania is posters. 





PYSCHRATISM, a species of the 
occult, which Prof. Albert Ver- 
non, of Rochester, N. Y., adver- 
tises to teach by correspondence, 
has received considerable free 
publicity by reason of a bill intro- 
duced in the New York legisla- 
ture to regulate the practice of 
hypnotism, mesmerism, suggestive 
therapeutics and allied phenomena. 
A hearing was given the bill at 
which Prof. Vernon gave a dem- 
onstration of the science, as a re- 
sult of which several members of 
the legislature who were skeptical 
of all mysterious sciences, such as 
the professor advertised, became 
converts and sent testimonials 
written on the official notepaper of 
the legislature. The newspapers 
took up the matter and gave lots 
of space to the story of the dem- 
onstration. The professor is using 
these notices and testimonials in 
his advertising and they make a 
strong impression, particularly 
those engraved testimonials. 
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Ir the advertising is good 
enough to make a customer, the 
goods ought to be good enough to 
hold him. 


Tue Cycle Components. Manu- 
facturing Co., Ltd., Components- 
ville, Birmingham, England, has 
a free inflation scheme which is 
said to be proving a great adver 
tisement. At certain special sta 
tions throughout the United King 
dom cyclists can have their tires 
inflated free on production of a 
voucher distributed by the com- 
pany. The stations are established 
by. the concern in hotels, repair 
shops, ete., the only inducement 
for an establishment to have one 
being the free advertising it car 
ries with it. The voucher is of 
value to cyclists in itself aside 
from the inflation privilege on ac- 
count of being a kind of guide con 
taining some useful information. 
The demand for it is stated to be 
so enormous as to make the print 
er rub his palms together for joy. 


Tue following interesting an- 
nouncement comes from Chicago: 

The women have the Ladies’ Jiome 
Journal, Delineator, Woman's Home 
Companion, Vogue, Harper's Bazar, 
Housekeeper. and scores of other high 
class fashion and topical maga zines. 

There has been nothing of the sort 
published for men, but this deficiency 
is at last to be supplied in the Gentle 
man’s Magazine, a monthly periodical 
devoted solely to the interests of men. 
It is undeniable that men are taking an 
interest in fashion matters far greater 
to-day than at any previous time, and 
this interest will, in the Gentleman's 
Magazine, be especially cared for. And 
then, a man’s delight in his “den,” his 
love for his pipe, his book, his pride in 
his chafing dish cookery, and what not, 
will be intelligently purveyed to. His 
sports are not to be forgotten—that is, 
the manly sports and games, and there 
are to be various special departments of 
like importance. Illustrations (which 
are to comprise regular monthly fashion 
plates) are to be done by well-known 
artists. William Henry Baker is the 
editor and the Wardrobe Publishing 
Company, Chicago, are the publishers. 
The first number is expected out about 
August. The price is to be a dollar a 
year or ten cents a copy. 


It sounds pretty effeminate. but 
no doubt it will interest a large 
number of those “degenerates” 
whose principal interest in life is 
never to be clothed in the slightest 
unlike others of their ilk. 
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EXPERIENCE is the best school 
for advertisers, but the tuition is 
pretty expensive 


THE new home tor the New York 
Press, on Spruce street, next to the 
lribune Building, will be a handsome 


structure, according tu the plans which 
have been filed with the department of 
buildings by the architect. It will be 
five stories in height, the facade being 
of brick and Indiana limestone. The 
estimated cost is $100,000. Newspaper 
Maker ew ork 

The Press has become a pretty 
good’ newspaper. In its new home, 
opposite the offices of PRINTERS 
INK, it is likely to be still more 
prosperous, Jt helps a man, or a 
newspaper, to get into a_gcod 
neighborhood among respectable 
people. 





RECENTLY the biggest shipment 
in one lot of reaping and mowing 
machines went over the Boston & 
Maine Railroad, when a train of 
fifty-eight cars, loaded with ma- 
chinery from the Walter A. Wood 
\fowing & Reaping Machine Com- 
pany, was shipped from Hoosick 
Falls, Mass., to Chicago. The run 
was made wholly by daylight and 
the train was decorated with flags 
and bunting and bore huge inscrip- 
tions with the advertisement of 
the shippers. At the starting point, 
Hoosick Falls, the train was given 
an enthusiastic send-off; stores 
were closed, factories ceased oper- 
ations, while whistles, bells and 
cannon announced the departure 
of this monster shipment. As the 
cars progressed on their journey, 
they were gradually dropped, a 
few at a time, through Illinois, 
Missouri, Iowa, Kansas and as 
far west as Nebraska and the Da- 
kotas. The train occupied about 
two days in crossing New York 
State, and at every place from 
starting point to destination there 
was great interest manifested. It 
is safe to say that many people 
learned something about the 
Wood machinery who had never 
heard of it before. And then the 
3oston & Maine people who start- 
ed the train on its way took ad- 
vantage of the opportunity for 
showing the shipping business 
they were doing, and had reading 
pe lg inserted in many of the big 
dailies, 


INK. 

Facts are the substance of 
which ads are made. If built up 
of other material, the tower is 


likely to have but a meager exist- 
ence. 

ErNEst IT, BirMINGHAM, the presi 
dent of the Fourth Estate Company 
of this city, has again been mulcted in 
damages to the extent of $399, by M. } 
Abbott, who filed a judgment for that 
amount on ‘luesday.—The Newspap 
Maker, May 23, 1901. 


The Fourth Estate must be a 
paying property. Mr. Hamilton 
who recently obtained judgment 


for two or three thousand dollars 
against Mr. Birmingham, actually 
got his money, put it into his pock- 
et and walked off with it. 





W. A. HunGeErForD, of the Hun 
gerford & Darrell Advertising 
Agency, is shortly to leave Wash 
ington for Chicago to 
position with Mr. Frank B. Noyes 
on the Record-Herald. Mr. Hun 
gerford has had a wide experience 
in the field of local and foreign 
advertising and commercial busi 
le served eight years as 
advertising man for the big dry 
goods firm of Woodward & Loth 
rop, of Washington, D. C., which 
started with a hundred thousand 
dollar business and now do one 
and a half million. About twelve 
years ago he left them to establish 
the Star Adwriting Bureau, which 
was the pioneer bureau of Ameri 
ca in connection with the Star. 
He has witnessed the Star grow 
from an eight-page paper with 
some thirty columns of ads to a 
sixteen-page with a yearly average 
of sixty-seven columns daily. He 
goes to Chicago to establish a 
“Record-Herald Advertising Bu 
reau.”” He stood high in the 
Washington community, having 
been on the membership commit 
tee of the Board of Trade for the 
past five years, was for two years 
president of the St. Paul’s Church 
Directorate. is a member of the 
Knights of Columbus, Columbia 
Historical Society, Clerks’ Asso 
ciation and several social clubs. 
and was frequently appointed on 
important local committees. He 
is yet in his prime, being but thir 
ty-eight years of age. 


accept a 


ness. 
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MontTGoMERY Warp & Co. are 
said to make the claim that their 
purchases of merchandise are fully 
equal in aggregate to those of 2,000 
ordinary country stores, hence 
they can buy cheaper than jobbers, 
and sell consistently low. 





Messrs. NELSON, the great tea 
dealers of Louth, England, are 
running a novel scheme to push 


the sales of their goods, It is a 
cheme of insurance for widows— 
practically a pension for those 
married women who lose their 
husbands-—and at the present time 
there are Over 2,000 widows in re- 
ceipt of a weekly sum which will 
be paid to them regularly as long 

they live and do not marry 
again. The idea is to get married 
women te buy “Nelson's Pension 
lea,” which. it is modestly claim- 
ed, is “equal to any other offered 
at a similar price.” If they buy a 
quarter pound weekly, and should 
lose their husband after five weeks 
continuous purchase of the tea, 
they will be entitled to five shil- 
lings a week pension for life; if 
they buy a half pound weekly, ten 
shillings weekly for life, but there 
is no higher pension advertised, 
the half pound of tea being con- 
sidered to be the ordinary con- 
sumption for an average working- 
man’s family, and that is the class 
the scheme is intended to benefit. 
The plan has been tried now for 
about two years, and it is claimed 
that the immense sum of $200,000 
a year is now being paid out in 
peusions to widows, in which case 
there must be a big profit on the 
tea, no matter how large the sales 
may be. Whole page ads are used 
in such high priced weeklies as 
litbits, Answers and other publi- 
cations that reach the British pub- 


lic. According to the claims made 
in the ads, it is the honest way in 
which the scheme is conducted 


that is increasing the sales so rap- 
idly. Every now and then a new 
list of pensioned widows is issued. 
In neatly bound book form this 
concern publishes the names and 
addresses of the 2,000 and odd re- 
cipients of its bounty, and these 
books are sent to the curious or 
skeptical for a stamp or two, to 
pay postage. 
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A MAN from New Orleans a: 
serts that the 7imes-Democrat of 
that city is “undoubtedly the lead 
ing paper of the South.” 

ie 
THE SIXTH SUGAR BOWL. 
Office of 
“Tne Cittcaco ISRAELITE,”’ 
324 Dearborn Street, 
Curcaco, May 25, 1901. 
Editor of Printers’ INK: 

Kindly inform me whether by the 
term “class papers’ in the Sixth Sugar 
Bowl competition you include weeklies 
devoted to the society and family in 
terests of a class, such as the Chicago 
Israelite and the American Israelite, of 


Chicago and Cincinnati respectively. I 
am, Yours very respectfully, 
Isaac LANDMAN. 
In the issue of February 20, in 
which Prinrers’ INK first an 
nounced its intention to award a 
sixth sugar bowl, the term “trade 


paper’ was plainly mentioned. Pa 
pers lke those named above are 
not in the category desired. 
[Ep, Prinrers’ INK. 
~~, 
BELGI AN HARES. 
Office of 

‘Tue Betcian Hare.” 

Dayton, Ohio, June 3, 1901. 
Editor of Printers’ INK: 

Will you kindly publish a list of peri 
odicals devoted to Belgian hares, and 
oblige, Yours sonpentneey. 

Geo. W. WILLIAMS. 

The following names are found 
in the edition of the American 
Newspaper Directory which ap 
peared on June 1; those marked 


J KL mean that the Directory es 
timates the output at less than 
1,000 copies per issue; those not 
marked in the same column have 
no circulation indicated, not hay 
ing been on the earth long enough 


(one year) to get such a distinc 
tion. The Poultry and Belgian 
Hare Standard (Kansas City 
Mo.) appears to have an output 


aggregating several of the others. 





Your own is not listed. Here is 
the list itself: 
Belgian Hare Champion, Los An 
geles, Cal.; monthly. 
Rabbitry, Tud’apolis, Ind.; m’thly. J K L 
Belgian Hare Advocate, Poneto, 
Ind.; monthly. 
Western Pigeon Review and Bel 
gian Hare Journal, Topeka, 
Se? MD kwivned dv ewen en TKL 
Mic higa n Belgian Fancier, Ithaca, 
Mich.; monthly. 
Poultry and Belgian Hare Stand 
ard, Kansas City, Mo.; m'thly.. 4,875 
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BENSON’S BOOKLET. 

Americans are so well accus- 
tomed to seeing fine booklets that 
one in that category which comes 
from England strikes the majority 
of people as rather a surprise. Mr. 
S. H. Benson, advertisers’ agent, 
of London, has prepared a finely 
appointed brochure called “Wis- 
dom in Advertising,” decidedly 
favorable to his taste and _ skill. 
Following the title page is a pho- 
tograph of the entire staff, even to 
the uniformed messenger boys— 
and a_ big, intelligent looking 
crowd it is. Mr, Benson’s ideas 
of what bright advertising in- 
volves is explained in the body of 


the booklet. His success with 
Bovril, Roundtree’s Cocoa, Ed- 
wards’ Desiccated Soups, Col- 
man’s Starch, Latenby’s Sauce, 


Ivory Soap, Virola and numerous 
other well known firms and insti- 
tutions gives value to whatever 
opinion he may express. For that 
reason the following extracts pos- 
sess distinction: 

The theory that it is only necessary 
to reiterate the name of an article to 
bring it into universal use is responsible 
tor many advertising shipwrecks. Where 
the appropriation available is small. it 
is all the more necessary that each ad- 
vertisement should do some actual work. 

Right advertising is, in brief, the 
best adaptation of available means to 
the end in view. There is little specu- 
lation in right advertising; in most cases 
it may truthfully be said there is none. 
A judicious expenditure, in advertising 


is simply an investment of capital——a 
dividend-paying investment. It is prac- 
tically the purchase of a good-will. 
Half the battle in an es am- 
paign is to begin right. A false move 
at the start is frequently a cae mis 
take. Before the policy can be deter 
mined, the business as a whole must 
be considered. The class and habits of 
possible customers, the difficulties of 


substitution, and the comparative profits 


to the trade on rival articles, all re- 
quire the most careful consideration. 
“Well begun is half done.” 


Advertising, 
an object, 


to be effective, must have 
and though objects may differ 


from time to time, the more specific 
and definite the intention of each ad- 
vertisement, the more profitable’ will 


that advertisement be. The trade has, 
perhaps, to be drawn from one sort or 
size of package to another more remun- 
erative; somes threatened competition 
has te be met; or an unexpected open- 
ing for development of trade has to be 
taken prompt advantage of. Whatever 
be the object to be accomplished, it is 
important to remember that sales, like 
electricity, will go most easily along 
the line of least resistance. And it is 
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INK. 
the “copy,” i. e., the actual wording 
used in the advertisements, that must 


be relied upon to find out that line, and 
to make good use of it when found. 
The conception of a right policy and 
the drafting of good “copy” require to 
be supplemented by the selection of the 
best media for the purpose and the 
payment of the lowest possible rates, 
before the ideal of right advertising 
given above is attained. Posting and 
other outdoor advertising have their 
place in many schemes; newspapers and 
magazines in most. But how few ad- 
vertisers there are who really consider 
the relative value of the media they 
patronize, or their comparative value 
with those they exclude from their list. 
In newspaper and magazine advertising, 
when the value of the “unit”? has been 
determined (and quality must be 
weighed as well as quantity), the basis 
of all calculations of comparative values 





must necessarily be a comparison of 
prices per thousand of circulation. And 
how few do it! 

THE SHOT THAT TELLS. 

In reply to the question as to what 
plan of advertising a business man of 
limited capital should adopt, an experi- 
enced New York merchant said: ‘He 


should pick out the newspaper that will 


give the best returns, and put all his 
shot into that, as a heavy shot fired 
from a single gun concentrated on one 
object will do more execution than 
small shot fired from twenty guns and 
scattered at random.’”—Des Moines 


(Ia.) News. 





THE SIXTH 
PRINTERS’ INK 
SUGAR BOWL. 


What is the Sixth Sugar Bowl? 
It is a sterling silver Sugar Bowl, made by 
Tiffany, properly engraved and put into a 
case befitting its character. 


For what is it to be awarded? 

It will be awarded by PRINTERS’ INK, the 
Little Schoolmaster in the Art of Advertis- 
ing, to that trade or class paper which, all 
things considered, best represents its con- 
stituency, thus making it the best of all the 
trade or class papers. 


Why is It called the Sixth Sugar Bow!? 

Because five bowls have already been 
awarded to the newspapers in various sec- 
tions of the country that best represented the 
regions in which they circulated. The Sixth 
is for the best trade paper. 


Who can compete? 
Every trade paper that thinks or asserts 
that it has a fair chance to win. 


When does the competition close? 

That has not been decided, but the date 
may be an early onc. The earlier points of 
excelience are set up and sent in, the less 
the chance there will be of losing the prize 
by procrastination, 











PRINTERS’ INK, 


A special edition of Printers’ INK will be published 
on August 4, 1901, and a sample copy will be addressed 
to all the advertisers listed in the Directory of Adver- 
tisers published by the Publishers’ Commercial Union. 
More than fifteen thousand sample copies will be needed 
for this edition. 

It is an exceptional opportunity for every publica- 
tion, that accepts advertising, to make known its merits 
and present its arguments in the advertising columns of 
PRINTERS’ INK. It isan opportunity that almost speaks 
for itself. 

The edition will be mailed, and reach all the adver- 
tisers, just before the fall advertising campaign is de- 
cided upon. 

An advertisement of a meritorious publication, in 
this edition, will reach the very class of people who can 
be interested and made advertising patrons. 

The advertising rates are as follows: Page $100, 
half-page $50, quarter page $25, by the line 50 cents; 
without display, 25 cents a line. 

Address orders to 


PRINTERS’ INK, 
10 Spruce St.. New York. 





Last week we sold the first advertisement on a right-hand page in Printers’ 
Ink to the Ladies’ Home Journal of Philadelphia for thirteen consecutive 
weeks at $150 a week, or $1,950 for the whole. 

A few weeks ago we sold the last page of Printers’ Ink to the Philadel- 
phia /xguirer for fifty-two weeks at $200 a week, cr $10,400 for the whole. 

The Philadelphia Record used the first page of Printers’ Ink, at $200 
each issue, on yearly contract, during the year 1897. The contract was re- 
newed for 1898, again for 1899, renewed a fourth time for 1900 anda fifth time 
for the year 1901, a total of 260 insertions at $200 a page, or Firty-Two Tuous- 
AND Do.tars for the entire service. 

There are other pages in Printers’ [Nk that can be bought at lower rates. 
Some at $125 each issue and some at $1090 each issue. 

When these pages are soid to and used by papers as good as the three named 
above, the readers of Printers’ Ink are thereby benefited, 

For the benefit of the readers of Printers’ INK, advertising contracts from 


papers that are really great and good are earnestly solicited. 











OPINIONS DIFFER. 


In a recent issue, PRINTERS’ INK 
asked expressions of opinion con- 
cerning the propriety and morality 
of issuing lying circulé ution reports 
in order to anticipate and circum- 
vent the advertiser or other person 
who is in the habit of cutting cir- 
culaticn claims in two with a view 
of getting down to rock-bottom. 
One W. G. Pierson, who conducts 
a Photographic Journal, had said: 


In several cases we have seen our- 
selves rated much lower than rival pub- 
lications, whose circulation we knew to 
be less than our own. We tound it nec- 


essary, therefore, to exaggerate our own 
reports to get anything like an actual 
rating. 


He had claimed to the American 
Newspaper Directory an average 
output of over 17,000 copies, and 
in response to an offer to inves- 
tigate admitted that less than half 
this figure would aqver-state his 
actual issue. Among the opinions 
expressed concerning the ethical 
quality of Mr. Pierson’s views are 
the following: 

MILWAUKEE, Wis., May 24, 1gor. 

I think Mr. Pierson has good ground 
for the opinion he expresses. We can 
fully appreciate Mr. Pierson’s feeling in 
the matter. (Signed) C. M. Parne, 

Editor of Paine’s Photographic 
Magazine, 
New York, May 25, 1901. 

Your prompt exposure should have a 
wholesome effect. 

(Signed) Ermer F. Ke tty, 
Editor of Photo Straws. 


Curcaco, May 24, 1901. 
The fact that other paners exaggerate 
their circulation is not an excuse for 
Mr. Pierson. 

(Signed) Artuur FE. Swett, 
Publisher of Advertising, a Journal 
for Advertisers. 

FRANKTON, Ind., May 24, 1rgot. 
W. G. Pierson’s statements concern- 
ing circulation are in the main correct. 
The circulation given by most publish- 
ers can be safely cut into two equal 
parts and each part will still be large 
enough. They do not do this from 
choice, but, as Mr. Pierson says, they 
are driven to it in order to get a fair 

comparative rating. 
Signed) Smitu Printtnc Co., 
Publishers Wake-Em-Up. 


CLEVELAND, O., May 24. 1901. 
Gross misrepresentation of circulation 
may bring business for a time, but the 
truth is hound to out after a while. 
(Signed) J. M. ScuLoensacn, 
Editor and General Manager 
Bulb and Button. 


g Cutcaco, Mav 24, 1901. 
“Nothing can need a lie.” 
(Signed) Wrrtram C. Hunter 


Editor Boyce’s Hustler. 
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CotumBus, O., May 24, 1901. 
_ I don’t see why any publisher should 
lie about circulation. Purely as a busi- 


ness proposition, it never pays in the 
long run. 
(Signed) Cras. W. Harper, 


Editor of Adz vertising World, 


ATLANTA, May 25, 1901. 
When a merchant advertises ten yards 
of cloth for three dollars, the newspa- 
per man who happened to buy the cloth 
would not be satisfied with five yards, 
six yards, or even nine yards. 
(Signed) Rosr. B. McBripe, 
Editor of Practical Advertising. 


MINNEAPOLIS, Minn., May 24, 1901. 
Mr. Pierson seems to have taken the 
ground that since he has discovered a 
rival publication lying, or thinks he has, 
it becomes necessary for him to follow 
suit to keep in the game. If Mr. Pier- 
son will cut his figures down to 5,000 
average for 1900, he will come nearer 
to the truth. 
(Signed) C. F. Porter, Jr., 
Editor and Proprietor Western 


Came ra Notes, 
Cuttcaco, May 24, 1901. 
Many a publisher who will not lie 


verbally about his omen, who will 
not have the nerve to face an advertiser 
and tell him a point-blank lie upon the 
subject, will move heaven and earth to 
get a greatly inflated statement in di- 
rectories, evidently thinking that the 
responsibility for the misstatement rests 
on the shoulders and conscience of the 
directory'’s editor. There is probably 
not a lying circulation statement issued 
which is not excused in the mind of th 
liar by the fact that “‘other people do 
it.” When a publisher knows that his 
immediate competitors are swelling their 
circulation statements, he is up against 
a difficult proposition. 
(Signed) Marco Morrow, 
Agricultural Advertising, 
Frank B. White Company. 


Omana, Neb., May 24, 
I never could see any reason 
ing about circulations, any more than 
there is reason for lying about any 
thing else. I don’t want to pose as too 
moral to tell a lie; but as a matter of 
business, I can’t afford to 
(Signed) A. L. STONECYPHER, 
Publisher of Western Editor. 


1901. 
for ly 


New York, May 25, 1901. 
Pierson strikes us as rather a loose 
character, and we do not think he has 
stamina to run the circulation he claims. 
(Signed) Conner, FENDLER & Co., 
Publishers of Copy Hook. 


Curcaco, May 24, 1901. 
I was, or thought I was, up against 
exactly the same proposition a_ few 
years ago. I had sold then about roo, 
000 books on photography written bh: 
myself, and consequently believed that 


in all probability I was the best known 
photographic editor, and the Photo 
Beacon the best known_ photographi 
iournal in the country. But my circu 
lation notwithstanding was in my opin 


ion very small, and vet I believed it to 
be the biggest actually paid in the 
country. I felt-I could not compete in 


the bluff business, so I drew up a ra‘s 
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card giving my actually paid circulation 
onth by month, fixed my rates 25 per 
cent above those charged by any) 
else, and called on my customers. 

It was a veritable picnic. One and 
all signed the new contract, grinning 
pleasantly as they remarked, ‘You'll 
do,” “You’re a dandy,” etc. I asked 
no questions, but I suspect they found 
the humor in the fact that the journal 
laiming the smallest circulation as}. 
for the biggest rates, and got them. 

(Signed) F. Dunpas Topp, 
Editor of Photo-Beacon. 


Brooktyn, N. Y., May 23, 1901. 

I do not believe anything can excuse 
a publisher when he makes a misstate- 
ment of circulation; he is selling goods 
under false pretences. 

(Signed) B. A. VoLiUMeEr, 

Photo-Straws. 


ew YORK, 


NE ” May 23, 1901. 
We believe that Mr. Pierson is cor 
rect in thinking that an actual state- 


ment of circulation in many cases does 
work against the honest paper. 
(Signed) Tuos, A. BARRETT, 
Secretary Orange Judd Company 


PHILADELPHIA, 


May 24, 1901. 
If a man will deliberately make a 
claim for over seventeen thousand cir- 


culation on his first statement, and then 
when cornered drops to less than half, it 
would be hard to tell how much further 
he could drop honestly. I have never 
found it necessary to exaggerate reports 
of the Camera. I have made my state- 
ments to my advertisers and found no 
occasion to lie. As I have never had 
any occasion to lie about my circulation. 


1 cannot realize the predicament the 
publisher places himself in when mak 
ing exaggerated statements 
(Signed) Frank V. CruamBers. 
Publisher The Camera. 
New Market, N. J. May 23. 1901. 


I do not think such a position as is 
taken by Mr. Pierson can meet with the 
approval of any straightforward pub 
lisher (Signed) Sranrey Day 

Publisher of Advertisers’ Guide. 

Saint Joserpu, Mo., May 28, root. 

It is certainly a wonderful disclosure 
for a publisher to admit that he has 

ide an untrue circulation report in 

ler to keep pace with an enterprising 


mmpetitor. The question is, where will 

is all end if the practice is not check 
ed? Tt seems clear to me that the only 
lution of this problem is found in the 
method adopted by the American Asso 

ition of Advertisers, which consists in 

rsonal examination for verification of 
irculation The American Medical 
lournalist, T am pleased to sav, has no 
‘dark room” in connection with its of 
hice, 

Woop 
Medical 


PittspurG, Pa.. May 27, 
There are many advertisers 
r to he humbugged 

(Signed) R. W 
Proprietor 


(Signed) Cuas. 
American 


FAsset T 
Journa list. 
1Q0T 
who pre 


A. StIuuons 
Photograbhy 


May 29, 1901 
Pierson has brought 
mankind for lying. A 


Cuicaco, 
Mr. 
all 


As a 
lisgrace 


man 
on 


a liar Mr. Pierson has brought disgrace 
on all publishers for having been ee 
out - (Signed) J. B. Dicnam, 

Editor Tips on Advertising. 
Lincotn, Neb., May 25, 1901. 
Pierson is perhaps sincere in his 
belief that he can not get a fair deal in 
selling his advertising space unless he 
exaggerates his circulation Any news 
paper having a circulation worth stat 
ing will soon profit by truthfully stat 
ing the facts. 

We never had any trouble in 
our circulation correctly 
American Newspaper 
we have to bribe the editor. Some pub 
lishers complain that Geo. P. Rowell is 
too “blamed particular’’ about these cir 
culation statements. Why should he 
not be, since by so doing he can make 
his directory better? He publishes 
their circulation and advertises their 
paper without a cent of cost to them 
They not have to advertise in the 
Directory or Printers’ INK or favor 
the Rowell Agency in order to get a 
fair rating \ll one has to do is to give 
the exact figures, sign the statement 
and substantiate his report when re 
quested To get a proper rating in the 
American Newspaper Directory is such 
a simple matter and the advantage of a 
rating in plain figures is so great that 
the absence of such a rating is prima 
facie evidence, that the paper cannot 
bear having the truth about its circu 
lation known 

(Signed) 


Mr. 


getting 
rated in the 
Directory, nor did 


’ 
Go 





Co., 
of Imp. 
May 27. 
just what T think 
lies about his pa 
of a publisher who 


Tue Press Pus. 
Publishers 


Trenton, N. J. 
I don't like to say 
of any publisher who 
per’; circulation: nor 
admits that he lies 
T don't like to what 
wublisher who is willing that the “de 
lightfully exact” figures—17.416—shall 
go out and do business for his publica 
tion. which publication, upon “a _ fair 
rating.”’ he gives as hetween 7. and 
8.000. What beautifully rounded fig 
ures in the latter case. What “damn 
ably exect’’ ones in the former 
(Signed) Ww. Woopnouse, Jr., 
Pub. of Woodh on Advertising. 
Heron Lake, Minn., May 
Every publisher will fare better if he 
makes a correct circulation statement 
(Signed) O. C. TANsett, 


T9Q0I 


I think of a 


say 


000 


use 


27, 1901 


Fditor Twentieth Century Advertiser. 
West Mrppitetown, Pa., May 28. 1901 
As regards Mr. Vierson’s views on 
getting a correct rating will say I agree 
with him on that subiect 
(Signed) Cameron W. Lawton. 
Editor Penn. Amateur Photographer. 
CLEVELAND, May 24, 1901. 
Tf Mr. Pierson and all other publishers 
would adopt a policy of at all times 
statine their exact circulation, they 
would he caught in less close corners 
than he seems to have been caught in 
CH te & Co., 
Publishe of Suggestions 
ArLIANce, Ohio, May 31, 1901 
Of what benefit to an advertiser 












































































would the American Newspaper Direc- 
tory be if it were filled with exaggerated 
culation statements? 

L. V. ParTrEeRson. 


Cuicaco, June 1, 1901. 

You ask if exaggeration is necessary. 
| am surprised at the question, especially 
from such a center of keen intelligence! 

{ hope you will excuse me for saying 
it, but what sticks uppermost in my 
mind is your personal attack on the 
Camera and Dark Room editor or pub- 
lisher. It is a poor reward for such 

inaffected candor as Mr. Pierson secms 
to exhibit. I think those dark spots 
at the ‘corners of the border indicate 
something else than cavities or fissures 
in Mr. Pierson’s gray matter. If what 
you publish is your first correspondence 
with him, it was natural for him to 
suppose that, as he says, it was necessary 
to “water” the real facts in order to 
enable the Little Schoolmaster to grope 
anywhere near the truth. When he re- 
ceived your inquiry, he evidently took 
you at your word, found you were a 
seeker after the truth, and, honest man 
that his response shows him to be, he 
admitted that he had exaggerated (and 
stated why), and told you the truth— 
apparently. And as he offered to admit 
you into his dark room, and let you 
see if it is really so or not, I think the 
least you should have done would have 
been to make the investigation which 
you apparently sought. 

Geo. P. Rowell & Co. are experts in 
the art of manufacturing ads. Can you 
show me one single ad, which has been 
published for any length of time, and 
has really paid (the advertiser), which 
is not full of exaggeration? Of course, 
it would spoil the whole thing if the 
exaggeration is apparent. And one of 
the principal elements in the fine art of 
writing ads seems to be to make it ap- 
pear all absolute truth, while, at the 
same time, it is strongly impregnated 
with covert exaggeration. 

t is a grand thing to be truthful 
absolutely truthful, and to be thoroughly 
honest. And we all love truth and hon- 
esty when we find the same. The best 
sermon on truth and honesty that ever 
was preached (or that ever I heard, 
anyway) was by Dr. Joseph Parker, in 
London And he concluded his most 
eloquent plea, for truth and honesty, by 
exclaiming, “‘“Who then can live? Let 
us pray,” etc. Yours truly, 

Ws. Hvucues, 
Pub. of Engraver and Electrotyper. 
ANOTHER CASE. 

There is a periodical issued in 
Detroit called the Book-Aveper, pub- 
lished bya man named Beach. And 
Mr. Beach has an enormous amount 
of trouble about getting his circulation 
correctly stated in the American News- 
paper Directory. The difficulty does 
not arise from any unwillingness on the 
part of Mr. Beach to supply the Direct- 
ory with circulation statements. For 
circulation statements, Mr. Reach is 
what they call “a daisy.” Here are 
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two covering the same period, both 
signed and dated : 
Detroit, Mich., April 10, 1899 


@ONTHLY TOTALS | 
RECAPITULATED. 


aT 












= = = . 8, * r] 
Detroit, Mich.. Dec. 28, 1899. 


MONTHLY TOTALS / 
RECAPITULATED. e 


anuary. 


ADO OO 











In one statement it will be observed 
that Mr. Beach’s circulation for Janu- 
ary was 25,000 copies and in the other 
the more optimistic Mr. Beach finds 
that his circulation was 50,000 copies. 
So for February. In April he knew 
he had issued 30,000, but in Decem 
ber that 30,000 had expanded to 50,000 


PRINTERS’ INK. 43 
A BUSINESS FABLE. ’Phone. He was vexed when he learned 


that Skinner & Skinner did not have 

. . . any number. He asked the Druggist 

A modern druggist is universal- why it was. The Druggist said he was 
ly credited with charging too much sorry and would See to it before the 
for his wares. In the “fable” that Man came in again. js . 
° Z _ : ° Soon after two little Girls came in 
follows, taken from an unidenti- on a Run and helped themselves to 
fied exchange, an effort is made Picture Cards. They left the Door 
to give a logical reason for the pen, and a Boy in overalls stepped in 
a ae to ask if he could hang a lithograph in 
occurrence ; the window. The Druggist went back 
The Druggist stood in his Place of into the Laboratory and got a large 
business surrounded by Capsules, Hot stone Pestle. He was just ready to beat 
Water Bags, Perfume and Fluid Ex- the Life out of the Cash Register when 


tracts. A man came in and said he an Elderly Gentleman came in with a 

wanted to look at the directory. Then Prescription. 

he asked if ‘““Murphy” was spelled with The Druggist stayed the blow and 
an “f.”” He looked at the Hair Brush- chirked up quite a bit. “This is where 

es, whistled a few bars of the “Tiger I get even on the Day,” he said. It 

Lily” and went out. was no Mirage. He had to and he did. 
A Small Boy entered and wanted to Moral: Don’t blame the Druggist. 

trade two empty Sarsaparilla Bottles for 

a Piece of Licorice Root. The Deal TR: AINING ADVERTISERS. 


fell through because the Bottles had a 


A lecturer at the University of Chi 
name blown in the glass. } 


cago, John raham Brooks, gives prac 
A woman came in and said she was ,:—)'.* b, j 

3 tical advice to such pupils as may her« 
waiting for a_ friend. She had the - - le } 
ate Sew ber « CS f Plz after be employed in mercantile houses 
ruggist “bring her a Glass o cde ge igh vag Rcwcanee eciet : 
Water. She said she could not drink , ee ee eee ee 
Soda Water because the Gas got up her °! MeWspaper advertising, and in a re 
Nose cent lecture he urged his young men to 
study the art of writing advertisements 
Eventually nearly every want of the 
world will be announced in the news 
papers.—El Paso (Tex.) News. 





Anather Woman came in for a stamp. 
She did not have any Change with her, 
but was going to Come in and hand 
him the Two Cents some time; that is, 
if he was Small Enough to remember it. 

The next man who came in was a 


- <-> 
A FLORIST’S BOUQUET 


Man with hardly any Chin. He wanted \ Western florist makes his debut 
a Free Sample of Liver Pills and an as follows: 
Almanac telling the date of the Battle I am a florist. 
of New Orleans, when the Sun sets and I need a market. 
why the Chickens cross the Road. You need flowers. 
After him there came a Man who Let's blend our needs. 
was in a Hurry and wanted to use the What a bouquet of satisfaction! 











without reserve 
to honest bidders 


AN OPPORTUNITY 
unparalelled in the Book World 


FRE It costs you nothing to bid 

You can offer as much or as little as 
you like: Write to-day for descriptive catalogue and full 
information regarding the most remarkable book sale of 
the century, No cash required. Booksare going at less 
than the cost of the raw paper. It’s a chance of a life- 
time. Write and see. Address 


NEW YORK STATE PUBLISHING co. 
Department G, ROCHESTER, N. Y. 








A NEW PHASE OF MAIL ORDER ADVERTISING. 
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THEY CAME FROM ALBANY. retary, and later, his Secretary of War. 

“It is remarkable .how many clever He learned politics im the school of 
men have begun their career in the Manning and Tilden, and when te re 
newspapers of that old Dutch town. tired from public life he associated hi: 





Some f them have stuck to the news self with railroad interests. Our old 
paper business, others have gone into editor-in-chief, St. Clair McKelway 
politics and others still have shown Mow directs the flight of the Broo klyn 


their vers 





by success in enter- Eagle, but finds time to serve as a Re 
prises far removed ‘f their old trade. gent of the State University, and to 
' TE vou ack a bit such names as ™ake occasional addresses well worth 
Thurlow Wee: d, Hugh Hastings and printing and saving . , 

George Daws will come to your mind “Eugene T. Chamberlain was appoint 
And those of 1 ho have studied the ¢d Navigation Commissioner by Presi 
history of you te know that Will. dent Cleveland -and did the work so 
1am Cassidy and Edwin Creswell were Well- that the present administration 1s 
news r ” glad to retain him. James A. Waldron 
went from the Argus to the Journal 
and is now editor of the New York 











he corner took h 





from his outh long enough to 1 

Charles Emory Smith were not Dramatic Mirror. His son, Lamont 

bany man. Waldron, 1s a newspaper worker in 
“Fle did able “—_ on the Journal Washington, D. C.""—The National Ad 

long years before he ever thought he 7verliser, +o 

would be  VPostmaster-General. And A PILE DRIVER. 

Harold Frederic was a Journal man too. A pile driver accomplishes its work 

Poor Frederic! He was indeed a fel- by constant pounding. That is the way 

low of infinite jest and most excellent successful business men win trade—by 

fancy. I never pick up ‘In ved Valley’ constant advertising The pile driver 


or ‘The Damnation of Theron Ware’ cannot sink a long stick with one or 
without thinking what a or it was two blows—there must be steady, per- 
that so bright a light should have been sistent work. No more can the _ busi- 
put out so early. Peace to his ashes! ness man hope to win a big business by 
“Daniel Manning, Cleveland’s Secre- using one or two advertisements. He 
tary of the Treasury, was president of must keep constantly before the pub- 
the Argus Company, and no mere fig- lic, day after day. month after month 
urehead either. He was an active news: and year after year. By such means a 
i with every branch store becomes an_ established institu 
son, James Man- tion, secure in its position, if it keeps 
Argus office, has up-to-date in everything The slishtest 
Albany, and is connect- suspension in effort will be taken ad 
xe great printing house of vantage of by shrewd competitors. The 
sons & Co worst place to allow exertion to relax is 
Lamont, in advertising, for that sort of thing 
ing editor of the attracts notice of an undesirable kind. 
know, President Cle Gunnison (Col.) Tribune. 

















JUST OUT 


For Home, Office or Gymnasium 
The “New” Punching Bag 
and Frame 


NO JAR CAN BE PUT UP ON 
. NOISELESS WALL, DOOR, 

WEIGHS COMPLETE, 7 LBS. OR WINDOW CASING. 
Requires wall space only six inches square. 

Frame is beautitully nickeled—an ornament to any room. 






: This form of exercise results . 
Price im greater muscular develop Rubber Buffer #@ 
complete ment than any other. 


It also quickens the eye and 


stimulates the brais 
$5 95 By using a “ NEW " noiseless 


f 


Uniwwersal Joint 
ame aml bag exercise can be 
at such time as best suit 
r convenience, 


ORDER DIRECT OF 
H. D. CRIPPEN, Sole Manufacturer, 
Punching bag 52 Broadway, New York. 
f finest un N. B.—The bag is made of the finest eens leather 


leather, per aud is guaranteed to equal any §% oo retail bag on the 
parr , 5c. market 





Delivered 
anywhere 








GRIE THE EYE AT ONCE. 
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WOMEN CANVASSERS. that characteristic of human nature 
whenever | read an ad. But when an 
ad reads like a circus poster I object. 
When a clothier talks to me through 
the columns of a newspaper about a 
hand-ine-down suit at ten dollars as if 
it were the very quintessence of cloth 
ing genius, I get mad. He. sets too 
low an estimate on my intelligence. He 
practically tells me that he thinks me 


‘nother lucrative business has been 

ided to the many in which women are 
now successfully engaged. An agent 
who gives out all the advertisements for 
a number of the biggest concerns in the 

untry was telling the other day about 
the advent of women tn this line. 

“It is surprising,”’ said he, “how many 
women canvassers there are in the field. 4 
\ number of daily newspapers employ fool and therefore he talks to me as | 
them, and they are also sent out by the [ had no knowledge and less sense. | 
y ide and class journals. Personally I doesn’t ittract m y trade. He repels me. 
lo not believe in women doing this If he goes into raptures over his ten 

rk. Only a few achieve success, and dollar goods he’ ll go into hysterics over 
ey are the ones who rely only upon his twenty-dollar clothes, and by the 
isiness methods and the value of the time he gets to his thirty-dollar goods 
vace they have to sell. either he or i will be raving crazy I 

‘Too many of them put stress upon Want my none s worth and as_much 
fact that they are women and ought ™ore as possi'le, but I know perfe dy 
receive business because they need it, Well that 1 can’t get fitted out ale ras 
w, the money turned over to me by ‘ollars with a suit of clothes equal to 
he men who employ me is to be hon- that worn by a millionaire. So I like 
estly expended for their business good advertisements that don't lay it on 
ind not for the purpose of keeping thick, I trade with eer ges who kn 
some one in a position. They call upon that enough is as good as a feast. 
us with a plea of that sort and it is are! Gasette. 
hard to turn them down without ap- 
pearing harsh and ungracious. ADVERTISING BY PHONOGRAPH 
before said, the few who make \ 
success of it do so in a coid-blooded 
business manner, the same as a man 











clever Birmingham man has hit 
upon a brilliant advertising scheme. It 


vould—and never ask for orders on the consists of automatically worked phono 
ere ground that they are women.” graphs imprisoned in pagodas such 2s 
Rochester (N. Y.) Herald. are used by the telephone company for 

a eget ae some of their public call offices in the 


AMUSING, BUT TRUE ENOUGH. London streets. The phonograph is set 
I don't object to some exaggeration and proceeds to describe a dinner at 
1 an ad. I[ expect that the man who Smith’s for so much or mentions that 
is honestly enthusiastic over his stock the invisible and imprisoned speaker is 
vill take a partial view that leads him wearing a suit of Brown's clothes, which 
to make statements that are not abso- are really startling value for a small 
lutely accurate. I make allowance for sum.—Union City (Ind.) Eagle. 


SENT ON 3 DAYS’ TRIAL FREE! 


em Destroy the Cerms; Cure the Disease. 












‘The tllustration snows how the E. j. Worst Scientific Catarrh Imbaler sends the 
medicated air into every air pagsage of the head Nothing but air cam penetrate 
these fine air cells and reach the homes of the living germs that cause disease. 

No snoff, powders, douche or spraycaa possibly reach them. Don't be 
Geceived—make oo mistake—apply common sense, and you wil! find that 


E. J. Worst’s Catarrh Inhaler 


fy the only tostrument that @il! give you quick retern for a small outlay, 
and perfect satisfaction as « Cure for Catarrh, Col 
Roartag io the Head, Bronchitis, Sere Throat, 
Partial Deafness, ang ail discases of the Air Passages, 

THE E. J. WORST'S SCIENTIFIC CATARRH INHALER 
THE ONLY ONE ENDORSED BY THE U. S. HEALTH REPORTS. 
« kr is a pocket physician, to simple that a child can ose it anywhere 
atany time. The principle of inhalation is the most perfect yet devised. 
Once charging laste for months. M is 12 months’ treatment for $1. Wand 
about 12 times as mach cure as you can get anywhere for the price. It 

destroys the germs of disease with a new germicide. 











T bave recetved the pty sy 
2 





eek fori. lery vr stall) teat, 
LW PARKS, Fair Haven, Ve. JOHN B GATES, Tyrone, Pa. 
TL enciose #1 00 for aa. The Inbeter tor Caterrt of masy 
me mach — jake f taodin, sow I am eotirely cored. 
pty Dy lt wth vemadiag sn ota 


Yours truly, refie woul 
NOT SOLD BY DRUGGIFTS. Ws, CHAPPLE, Vondaiia, Mick. | Seadyoure MES. MR DaVib. Nowtec, Ram, 


SPECIAL OFFER. 
For a short time, I will mail to any reader, naming this paper, one of my hew Stientific Catarrh In- 
balers, with medicine for one year on three days’ trial free. If it gives satisfaction, sand me $1.00; if 
not, return it after three days' trial ° Could any proposition be fairer? - 


Address, E. J. WORST, 412 Main Street, ASHLAND, OHIO. 


1E ADVERTISERS SEEM DETERMINED TO (.ET EVERYTHING Ix IKLE INTO AN AD) TH 
IS ONE OF THE WORST SPECIMENS, 
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FOR THE SIXTH SUGAR BOWL. 
Office of 
‘““AMERICAN MEDICAL JOURNALIST.’ 
Saint JoserH, Mo., May 28, 1901. 


Editor of PRInterRs’ INK: 

Referring to your souvenir cup, which 
is to be presented to the best trade 
journal, I beg permission to enter the 
American Medical Journalist as a can 


didate for this honor. I think you will 
admit that it occupies a unique field in 
literature. This magazine is_ issued 
monthly, with the exception of July and 
August. and is now in its fifth year. 
Its sole purpose is to furnish news and 
information for medical editors, pub 
lishers and advertisers. It enjoys the 
distinction of being the only magazine 
in the world devoted to medical jour- 
nalism and medical advertising. 


reaches the desk of every medical ad- 
vertising manager, thus placing those 
who use its pages in close touch with 
the men who sign the contracts. In 
other words, it aims to be the “PrRInt- 
ERS’ INK” of medical journalism. 
Respectfully submitted, 
Cuas. Woop Fassett. 
eo 


HEINZ AMELIORATION. 

The H. J. Heinz Co. of Pittsburg re- 
cently advertised $250 in prizes for the 
best verses advertising any of their 
fifty-seven varieties of pickles, sauces, 
etc. June 1st the contest closed. Non- 
winners and those who sent names for 
particulars alike received the following 


letter: 

Pittspurc, U. S. A. June 1, ror. 
Dear Sir: 

While you were not successful in 
ranking among the winners in our re 
cent Prize Verse Contest, still we wish 
to express to you our appreciation of 
your interest and earnest efforts to- 
wards that end. 

Over 22,000 verses were submitted in 
this our second prize competition, and 
all verses not requested by July 1 will 
be retained by us. 

at any time you are in Pittsburg 
we will be pleased to have you visit 
our main plant. It may prove interest- 


ing to you to see the products prepared, 


which you have so ably championed in 
verse. 

We are inclosing some illustrated mat 
ter which we trust will interest you, 
and remain, Yours truly, 


J. Hetnz Co, 
letter be not sufficient to 
their disappointed feelings they 
sent additional balm in the form 
child’s kindergarten tracing book 
a few colored pictures. 


Lest this 
soothe 
were 
of a 
and 


+o 
ANTIPODEAN NEWSPAPERS. 


Australia has more than 1,000 news 
papers. In Melbourne alone there are 
150 newspapers, magazines and jour- 
nals, of which one, the Melbourne Age, 
prints moré than 100,000 papers every 
morning. All of the newspapers have 
big Saturday editions, great blanket 


sheets of twenty-four pages, which are 
mailed thrqughout the States and which 
sell for twelve cents a copy.—Newspa 
perdom, 


INK. 
STEREOTYPING. 


The art of. stereotype was made prac 
—— by Earl Stanhope about 1804. 
Under the old conditions a publisher 
did not dare to print a large number of 
copies of any book unless he believed 


it would have quick sale. Books were 
bulky, and took up too much space 
Consequently, the types for a first edi 
tion were distributed when they left 
the press; they had to be reset with te 
newed chances of error in the second 


edition. Resetting for two or more edi 
tions added largely to the cost of the 
book and limited its supply. The pro 
cess first used, known as the_plastet 
process, served book-printers fairly for 
types for about fifty years, but it failed 
for engravings, and was too slow and 
troublesome for daily newspapers. The 


practice of the art was brought to New 


York by David Bruce in 1813, but the 
first book stereotyped in America was 
the Westminster Catechism, made by J. 





Watts & Co., of New York, in Juné of 
the same year. The clay process of 
stereotyping, ruder but quicker § and 
cheaper, met with small favor. The 
papier mache process, invented by Ge 
noux, of France, in 1829, by which a 
mold of the type can be taken on pre 
pared paper, is the process now pre 
ferred by all newspapers, but they re 


fused it for many years. For the print 
ing of books all methods of stereotyping 
have been superseded by the more re- 
cent art of electrotyping, which was ex 
perimentally tried in New York as early 
as 1841 by Professor Mapes, and was 
in general use in this city before 1855. 


In the Nineteenth Century (Putnam). 
——- 
JAPANESE ADVERTISING. 
\ Yokohama correspondent of the 
Londen Chronicle sends to that paper 
the following card of a Japanese j 





eler, which gives business English 
is there written: 

‘Tewelry Maker. A finest in town. 
Whiskyboy, No. 17 Aioicho Itchome. 
Show this card to Jinrickshaman. Our 
shop is best and obliging worker that 
has everybody known, and having arti 
cles genuine Japanese Crystals and all 
kinds of Curios Gold or silver plate 
in clectro-plate or plain mending. Carv 
ing in Laid, work own name or mono 
grams or any design according to or 
ders we can work how much difficult 
Job with lowest prices insure, pleace 
try, once try. Don’t forget name 
Whisky! 


+2 
ADVERTISING PROPERLY. 


Advertising pays those who harness 
it properly and make it work.—North 
Tarrytown (N. Y) News. 

~7o, 








LP WANTED MALES 

~ AGENTS—Send dresses of ten best adver. 
tisers in your loc: ality in clothing, shoes, hats, 
restaurants, drugs. proprietary articles, special 
ties, ete ; send circular, card or clipping when 
possibile : we solicit by mail. and on every order 
we obtain for new, unique advertising novelty 
will pay you cash commission , we want names 
“live adverti-ers” only, retain copy to tally 
Kellogg Mfg Co Postoffiee New Yor x 
‘ HERALD.”’ 
FIRM ENDEAVORS TO SE- 











FROM THE NEW VORK SUNDAY 
INDICATES HOW ONE 
CURE NAMES 


PRIN 
A QUEER ADVERTISEMENT. 
The following queer 
ecently appeared in a 
Wanted—A_ few 


advertisement 
Scotch paper: 


Generals able to 





ilk; good wages. Address : 

rhe explanation is that the ‘“Gener- 

] referred to only mean those who 

e engaged in general housework, or 

erhaps general farm work, but at first 
the advertisement has a startling 
Poughkeepsie (N. Y.) Eagle. 








ARRANGED BY STATES. 


‘ddvertisements under this head 50 cents a line 
each time. By the year $26aline. No display 
other than 2-line initial letter. Must be handed 
in one week in advance. 


ALABAMA. 


semi-monthly 4 pages 
D 


Send for 
AVISON, pub., Kempsville, Ala. 
WEATHER. 


Published once a 

month. Publishes Dunne’s famous Forecasts 
of the Weather the most accurate and reliable 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and on 
as sound scientific principles as those of our 
National Weather Bureau's, It also publishes 
interesting articles on the philosophy of the 
weather. 

PRACTICAL WEATHER circulates in every State, 
also Canada and Mexico and our new poss ons. 
it also goes to India, Australia, and nearly all the 

sin Europe. It has some of the best in- 


countrie 
of the world among its subscribers, 














a 
- R. 





faggrnoter aE 








telligence 
representing almost every profession, trade and 
calling. It 1s truly cosmopolitan and an Al 
advertising medium for this and foreign coun 
tries. Rates for advertising furnished on “ppt 14 
cation, Address PRACTICAL WEATHER I 

LISHING CO 





, Montgomery, Ala 


ILLINOIS. 


TS JoU RNAL OF THE SCIENCE OF OSTEO- 
PATHY. DR. J. M. LITTLEJOHN, President 
Am. College of Osteopathic Medicine 


D and Sur- 
gery, editor. 1 Warren Ave., Chicago, 111. 


INDIANA. 


pe F RE E MAN AN is read by over 80,000 negroes 

each week. Its circulation is national and 
is an excellent mai! order medium. It is supreme 
in this field. GEO. L. KNOX, Pub., Indianapolis. 

















MAINE. 


kK A. STUART, of Marshall, Mich., says: “In six 
e years l worked upa business from nothing 
to nearly a Sa a year, using daily papers ex- 
clusively. Weeklies are too slow for me.” In 
Rockland, b the STAR 1s the only daily. 


MICHIGAN. 











fe ECHO, Harrisviile, covers Northeastern 
Michigan 

MINNESOTA. 
\VENSKA AMERIKANSKA POSTEN. Minne- 
N 


apolis, Minn., 1s the largest in size and circu- 
lation of any Scandinavian paper published in 
theU S. Average circulation per issue for 1900, 
42,282. It has a larger circulation than any other 
weekly paper published in Minnesota by at seast 
12000 copies each issue. It is the advertising 
medium par excellence of the Northwest, a fact 
which leading general advertisers willingly con 
cede Sample — rates, ete, furnished on 
application, SW J. TURNBLAD, Publisher, 
Minneapolis, pnb 


NORTH CAROLINA, 


( \HARLOTTE NEWS leads ail other afternoon 
dailies in North Carolina TIMES-DEMO- 
CRAT leads all other semi weeklies 





NTERS’ INK. 





47 
MISSISSIPPI. 


tthe South is booming as never before in its 
history. Why not ride in on the crest of 
the waves! You can’t enter Mississippi terri 
tory successfully (tbe most prosperous a ly 
without an ad in THE HERALD, Water Valley, 
Miss. All home print, largest circulation and 
stands first in the confidence of the people. 


WISCONSIN. 


I ODGE COUNTY FARMER, Beaver Dam, Wis. 
Stock raising and farming. Circ’n 1900, 1,416. 














CANADA. 


\ ANADIAN ADVERTISING is best done b: 
E. DESBARATS ADVERTISING AG 
Montreal. 


CLASS PAPERS. 
BAKERS. 


500 BAKERS every mo. read BakERs’ RE- 
2.5 view. If you have anyones 00 nen aes 
they use, the proposition is self-evident. F "age $30, 
half page $16 perissue. Park Row Bidg., 


ADVERTISING. 


JRINTERS’ INK is a magazine devoted to the 

eneral subject of advertising. Its standing 

and influence is recognized throughout the en- 

tire country. Its unsolicited judgment upon ad 

vertising matters is of value to intelligent adver- 

tisers as being that of a recognized authority.— 
Chicago cu. ) News. 

PRINTERS’ INK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates, classified 25 cents a line 
each time, display 50 cents a line. \4-page $25, ‘4 
page 50, whole page $100 each time. Address 

-RINTERS’ INK, 10 Spruce St., New York. 





THE 
oNCY, 

















Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 





r ge aa FEATURES and Superb rb 


pearance o 
“run RM, FIEL DP AND STOCKMAN” 
make’ it ‘y favorite in the homes of prosperous 
farmers and dairymen of the Northwest. Adver- 
tisers who try it once, become regular patrons. 
15 cents a line. 40 Dearborn Street. Chicago. 


$2,000,000 


will be spent in public 
improvements in Troy this 
summer. ‘The thousands 
of men who will be em- 
ployed on this work read 
the official paper of the 
city administration. This 
paper is 


THE SUNDAY NEWS, 


Troy, N. Y. 
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“WHAT HAPPENED TO 
WICGCCLESWORTH,” 


book of humorous sketches, to be pu a 
June 10 by Dicxerman & Son, Boston, is by W. 
Fuller, editor of Rockland (Me.) Courier Gaz tte. 


Will be on sale everywhere, read by everybody. 
Thoroughly satisfac- 
@T. BRIiAIN. St St. St. Bride St., London. 


Est’d 1853. Advertisers’ 
tory service guaran- 
The Frost (Minn. ) Record 


-——— 


Hotel 


ajestic 


o— a 


(sot foi Agents. 
foe tos Cor’d with us 









is a good 


isa country weekly that is held in high esteem by | | 
its readers, who are a thrifty anc 
class of people. It 
to reach the country population who are sett.ed | 
in this part of the United States noted for its 
famous wheat fields. 





prosperous 
vertising medium 





















y cover 


Every Church ff 


MAGAZINE 


with this front 
arrange- jj 


ment is one link 
in a chain en- 


circling 35,000 


30 Church 


. 
Magazines 
All different. Edi 
ted by the pastors 
of 30 live churches 
and read by the 
families of thirty 
different congre 
gations. Many of 
them different 
denominations 
An excellen me- 


CHICAGO 


for Business 


Open 


Strictly Modern and First Class. 
Seventeen Stories High. 
see | 


| 
Cafe in the Palm Garden on the 






































christian homes dium for adver- Seventeenth Floor. } 

within . circu tising. be coe noe . 7 

ati ye copies, es anc 

. "general Qo testimonials to — | 

ot oct CHURCH PRESS JAS. A, GLODREY, 
eet isen. MANAGER 
Philadelphia. % inant 











The Evening Journal 


Jersey City, N. J. 
Had in 1900 an average circulation of 15,106, since considerably 
increased, among the best purchasing public in Jersey City. Loc al 
and N, Y. City advertisers attest the valueof the Journal as an ad- 
vertising medium by a large and liberal use of its advertising 
columns. 


“The Evening Journal is the best paper in the city.”—Statement of Fersey City 
dvertisers 

















SEND FOR A SAMPLE COPY OF 


THE ADUISOR 


the great monthly magazine devoted to the interests of 


advertisers. 
PHILLIPS & 


ADVERTISERS ALL OVER 
1133 Broapway, 


THE WORLD, 


NEw YorRK,. 
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Sworn Average Circulation for April, 1901. 


St. Paul Daily Globe 
19,060— 


Tue Gtope invites any one and every one interested to, at any 
time, make a full scrutiny of its circulation lists and records and 
to visit its press and mailing departments to check and keep tab 
on the number of papers printed and disposition made of same, 


WILLIAMS & LAWRENCE, 87 Washington Street, Chicago, Western Representatives. 
CHARLES H. EDDY, 10 Spruce Street, New York, Eastern Representative 











Youngstown, Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY! 


10,000 10,000 9,600 


LEADING DAILY IN NORTHEASTERN OHIO, 


ca Cite Address 
LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


Tel., 3293 Cortland. SPECIAL NEWSPAPER REPRESENTATIVES. 














EVERY SATURDAY 





For 18 Years the AcKnowledged Authority 
Advertising Rate, i5cents aline. 


Sporting Life Publishing Co. Philadelphia, Pa. 




















he Patriot 


HARRISBURG, PA., 


is a paper that goes into the homes. It does not 
acquire a large circulation through street sales. 
Thousands of its subscribers do not take any 
other newspapers. Do you realize their pur- 
chasing power? Do you want their patronage? 
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fis the actual average daily Circus 
lation of The Springheld, 0. 


PRESS. 


*\ REPUBLIC 


| SWORN AND PROVED. 


GUARANTEED BY THE 


\ CITIZENS’ 


Diogenes 


Disco vers 


An Honest 




















Children’s Books, 


Who is making them? I have about 600 Electrotype 
plates of pages of stories for little children—that is 
up to eleven years. Stories and jingles are by such 
writers as Margaret Johnson, Frank J. Bonnelle, 
Emma C, Dodd, Clara Doty Bates, Emma A. Opper, 
Kate Tarratt Woods—the very best in America— 
all copyright. 

The illustrations, and there is one on nearly every page, are 
original wood engravings and pen ink sketches, thoroughly 
American—they are copyright. The artists are W. St. John 
Harper, F. S. Church, F. W. Freer, Jessie McDermott, 
W. L. Taylor, Edmund H. G: irrett, Louis Meynelles, 
Sears Gallagher, Frank T. Merrill, etc. Size 5 inches wide 
by 71g high. They were made for ‘‘ Our Little Ones” maga- 
zine (tow circulation) at a cost of over $15,000. There are 
many,splendid natural Nistety articles as well as pretty stories 
inculcating some moral lesson and rhymes that please. For 
sale with the copyright at a big bargain. 


L. ELKUS, 150 Nassau St., 





New York. 
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Street Car Aavertising. 




















It has been claimed by those who have made a test that street 
car advertising produces immediate results in a larger degree 
than almost any other method of advertising. The card placed 
in the cars is immediately read by the passengers of that day 
and if the article is a deserving one, which people are glad to 
buy, when they know where it is offered for sale, the demand is 
invariably noticed to b2gin at once. 

The feature of continuous repetition for many days has al- 
ways produced good results. The sign that escapes notice to- 
day, if it ever does, will be read to-morrow, again the next day, 
and the next week and acted upon soon after. Nowhere does 
the eye so frequently come in contact with business notices as in 
the cars which you are compelled to use daily. 

I'he people who ride in the street cars are the people who 
have hundreds of little necessities and luxuries to buy, and the 
merchant or manufacturer who has such goods will find that 
the street cars are the most profitable place to tell the public 
that he has them, what they are and where to get them. 

The advertiser who insists on getting a full and complete 
showing should use the street cars. He can check advertising 
in them and advertising that can be checked 1s the right kind. 
The reason for the large variety of car advertisements is that ad- 
vertisers recognize the fact that everybody uses the cars and 
that everybody reads the cards. The extent to which the cars 
are patronized by the largest advertisers verifies this statement. 
They get results and that is why they stay in the cars. 

When contemplating advertising in the street cars iook up the 
population of the city you are thinking of using or have been 
solicited for, take the general list of any reliable street car ad- 
vertising firm and see how many cars are offered there, look up 
the population of the cities therein listed, and you can then ar- 
rive at a fair idea of how many cars you should be charged for. 

When offered cars it is not only a good thing to look up the 
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city you are going into, as above stated, but also to devote a 
little time to investigating the concern that runs it—honorable, 
straightforward concerns do not fear investigation. George 
Kissam & Company do not. 

Some time ago the manufacturer cf a now well-known 
article otf ladies’ wear, wishing to advertise it extensively, wrote 
to an advertising expert and asked for his opinion of the value 
of street car advertising, and if it would benefit his goods. ‘The 
answer he received is worthy of repetition: 

“ My judgment of street car advertising,” writes the adver- 
and I have formed it after eight years’ 





tising expert, “1s this 
experience with newspaper advertising and several years of 
street car advertising—street car advertising is, as it runs, infin- 
itely better for the general advertiser than the newspaper, at 
from one-third to one-hait the cost, and many large general 
advertisers with whom I have talked bear me out in this opinion. 
Street car cards as they are now displayed embody the best 
work of writer and designer, and admit of the very effective use 
of combinations of colored inks. For a man who, for instance, 
sells stove polish, why isn't a street car a better place to place 
his sign than a newspaper? Many advertisers of this class take 
this view of the matter, and back up their opinions by lavish 
expenditures of money. 

“ My experience with street car advertising and retail lines 
ot business is that the former is good advertising for most of 
such lines, if it is properly carried out. 1 follow up all of my 
street car. advertising contracts to ascertain, as nearly as I can, 
what the returns have been. In the majority of cases they 
have been very good. 

“The business of a florist might appear to be one that 
could not be materially benefited by street car advertising. A 
florist came to me and asked me if I thought it would pay him 
to place his card in certain cars. 1 had doubts of its doing so 
at the time, and told him so. He went ahead, however, and 
tried it, and I awaited the result with some interest. I was 
agreeably surprised at the good returns that he had directly 
received from it, and he ts still advertising in that way. Large 


department stores in many of the large cities use street car 


advertising constantly in this way. They say that it pays them, 
as it seems to reach the genera! trade quite effectively. 
“My advertising platform is a broad one. I hold that every 


sort of advertising, with possibly one or two exceptions, is good 
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advertising if it be rightly done. I believe,as a medium through 
which to exploit your goods, the street cars stand at the head. 
The best merchants and manufacturers —the energetic, wide- 
awake, progressive kind—are always represented in them, and 
this ought to be evidence enough to convince you, beyond 
anything that I might say, of their undoubted value. I think 
you can use the cars with great profit.” 

That the merchant evidently thought the same may be 
judged by the fact that his advertisements can now be seen in 
every street car line of any prominence in the country. 

Street car advertising is without doubt one of the best 
mediums for introducing an article thoroughly and quickly, and 
ot late every large advertising expenditure includes an appro- 
priation for street car work. One of the great advantages of 
street car advertising, and one which has induced many firms to 
take it up successfully, is the fact that it is not overdone. The 
space is limited, each advertiser has a divided space to himself, 
with ampie room for illustration, all of which insures a certain 
individuality and prominence. This method of advertising 
commands the attention of all discriminating advertisers. 

Jt is estimated that each car in a large city carries on an 
average one thousand passengers a day, and figuring this out at 
the price the advertiser is asked to pay, it amounts to about two 
cents per thousand people reached. Considering the size and 
prominence of the advertisement, this rate will compare most 
favorably with that of any advertising medium. 

Brevity is the heart and soul of a street car advertisement. 
It should be terse and well displayed. A one-sentence story, 
forcibly told and set in attractive type, is best for the advertiser 
who does not wish to go into illustration. Yet, with many firms 
giving special attention to the lithographic feature of car cards, 
striking ¢ffects in colors are now easily obtained, and in this re- 
gard street car advertising stands to the fore, as it gives an ad- 
vertiser a chance not only to exploit his goods in poetry or 
prose, but to illustrate them in natural colors besides. 

sut if you are going into street car advertising, go into it 
right—do it thoroughly, and don’t be satisfied to put in one card 
and run it unchanged throughout the duration of the contract. 
l'requent attractive changes, with good illustration and convinc- 
ing argument, will win in street car advertising as well as else- 
where. It’s the constant drop of water that wears away the 
stone ; it’s the constant change of copy, with a new argument 
each time, that wins the customer ; it’s the constantly riding in 
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the cars that compels the passenger's attention to your adver- 
tisement whether he will or not. 

George Kissam & Company control the street car advertising 
privileges in fifteen of the largest and best cities of the Empire 
State—New York. 

In Brooklyn they have the elevated road—one of the most 





traveled roads in the country. 

Albany, the capital city of the State, is another one of their 
cities. In Albany the street cars run to every part of the city 
and to Troy, West Troy, West Albany, Kenwood, Greenbush and 
other suburbs. Albany is a great receiving and distributing 
point for lumber and grain, and has many large industries. 

Schenectady, with its manufacturing interests and its many 
residents working in the factories, 1s another city where adver- 
tisers could use the street cars to advantage. 

Then there's Troy, Utica, Rochester, Amsterdam, Newburgh, 
Jamestown, Johnstown, Gloversville, Herkimer, Mohawk and 
Ilion, 

And Buffalo, the Pan-American Exposition City. 

The cities of Minneapolis, St. Paul, Stillwater and Duluth, 
Minnesota, offer a profitable field for street car advertising, and 
it is a field worth cultivating. George Kissam & Company 
control the privileges in these cities. 

Cincinnati, with its population of over 325,000 and its varied 
business interests, is a good territory for the advertiser. ‘The 
street car system is a model one. Cars of the best type, service 
prompt and efficient and the advertising of a high order. ‘This 
is another of George Kissam & Company’s cities. 

Milwaukee is one of the liveliest cities in the country. Its 
railway system is modern, its cars excellent and its citizens pro- 
gressive and prosperous. Kissam & Company control the 
advertising in these cars, and the service here as elsewhere is 
unequaled. 

In addition to the cities named above, Kissam & Company 
control the exclusive street car advertising privileges in Trenton, 
Elizabeth, New Brunswick, N. J.; Erie, Pa.; Chicago (North and 
West Sides), Aurora, Elgin and Springfield, IIl.; Columbus and 
Hamilton, 0.; Madison and West Superior, Wis.; Denver, Col. 
These cities are among the best and largest in the country, their 
aggregate population being upwards of five millions and a half. 

Street car advertising is a great and profitable method of 
advertising, and to those desiring information on the subject we 
would suggest a talk with George Kissam & Company at their 
offices, 253 Broadway, New York, or any of their many branches, 


SS 
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A City in a Garden 


PUUOU COOP OCOOO SP ERT ODEO EERO 











The city teeming with an active, prosperous 
population of two million souls; the garden 
covering an expanse of millions of acres of 
the most fertile land on earth, yielding to its 
energetic tillers the means to furnish themselves 
and families the necessities and luxuries of life. 
The City—Chicago; the Garden—the great 
Northwest, especially Illinois, Iowa, Wisconsin, 
Northern Indiana and Southern Michigan. 


THE 


Chicago Chronicle 





circulates largely in this magnificent territory 
containing hundreds of thousands of thought- 
ful, intelligent people who are opposed to the 
Republican party. This great newspaper is 
their principal source of information. The ad- 
vertiser who desires to talk to this large con- 
stituency can do no wiser thing than to use 
“The Chronicle.” 





H. W. SEYMOUR, Publisher, 


164-166 Washington Street. 
New York Office, 79-80 Tribune Building. 
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GREAT BENEFITS FROM 


HOME TALK 


Only reputable advertisements 
printed in ** Home Talk.”’ 








GLOVE-FITTING CORSETS. 
LANGDON, BATCHELLER & Co. 


345-347 Broadway, New York City. 


Mr. Wm, H. England, Editor of “Home 
Talk,” New York City : 

Dear Sirn—We take great pleasure in 
saying that the advertisement we have had 
in “Home Tak” has been of great ben- 
efit to us. We find our customers appre- 
ciate this mode of advertising, and hope, 
as soon as our appropriation is fixed, we 
will renew our contract with you. 

Yours very truly, 
LANGDON, BATCHELLER & CO. 
H. D. MILLER. 
Dict. H. D. M. 











HOME TALK 


Advertising Rates $1.00 per Agate Line. 
Sample copy on request. 








HOME TALH, 325 Temple Court, N. Y. 
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Most 
Direct 
Route 


For the general advertiser to reach the prosperous 
buying residents of the fertile Missouri Valley and 
the great Middle West, the region that supplies the 
world with cattle, corn and wheat, is via the Clover 





| 
"ALWAYS IN 
IF YOV 





Leaf trio: 


THE KANSAS CITY (M0.) WORLD 


The only one-cent paper in a center of population num- 
bering more than half a million. Sworn Daily Average 
Circulation, April, 1go1, . . ‘ : : : 31 166 


THE OMAHA (NEB.) DAILY NEWS 


Has a larger local circulation than either of its contem 


poraries (morning and evening combined). Sworn Daily 
Average Circulation, April, 1901, : ; , 20,933 


THE ST. PAUL (MINN.) DAILY NEWS 


The only onecent paper in St. Paul. Sworn 7 
Average Circulation, April, 1901, 23,510 
These are one-cent ine news pape and reflect the aa busy 


spirit of the West. They are owned and controlled by W. F. Kellogg, 
L. V. Ashbaugn and B. D. Butler 


No medium, or no combination of other mediums, 
in this territory will bring as good results from the 
masses as these three papers. Advertisers who use 
them say they pay. No advertisements of an ob 
jectionable nature accepted. 


ForkgiGN ApverTiIsinG Dept., B. D. BUTLER, Manager, 
62 Tribune Building, New York 705-7 Boyce Building, Chicago. 


JAS F. ANTISDEL, Eastern Representative. 
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THE... 
WICHITA EAGLE 


Is Not Installing a 


NEW. 
QUAD PRESS. 


Asa 1 gla 
op argo ong 








| 

CIRCULATION AND | 

INCREASED VOLUME 
OF BUSINESS 





R. P. MURDOCK, Business Manager 


§.C. BECKWITH SPECIAL AGENCY 


Tribune Building, New York City | 


| The Rookery, w% .& Chicago | 
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Wise buyers of space are found 
in the columns of the Scripps- 
McRae League newspapers. 
Better service for less money 
than any other combination of 


papers in the country. 


The Cincinnati Post daily av- 
erage for April, 1901, more than » 
The Cleveland Press daily av- 
erage for April, 1901, more than ) 
The St. Louis Crronicir daily 
average for April,1go1, more than * 
The Covington, Ky., Post daily 
average for April,1go1, more than . 


Combined daily average circu- 
lation more than 320,000. Rates 
and further information furnished 
by IF. J. Carlisle, 53 Tribune 
Building, New York, and 116 


Hartford Building, Chicago. 
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The grammatical thief is not a thief, but a kleptomaniac. The propertied 
drunkard is not a drunkard, but a victim of nervous prostration, The preacher 
who marries a rich wife and leaves the pulpit, is not a shirk, but a sufferer from 
bronchitis. The lawyer who has too much money and too little ability to prac- 
tice in court.is not a lawyer, but a member of the bar. The man who is “ cou 
nected with the press,’”” but who works on no sheet, is a “ journalist’ and not a 
newspaper man. The fellow without labor or income, who is never poor so long 
as any one else is rich, isnotatramp, but something a deal more contemptible. 
The speculator who owns a marbi-; quarry is not a sculptor. The rich man who 
buys a newspaper is not an editor. The politician who fails is not a statesman, 
and the one who finds that he can no longer fool anybody is not a sage. 

—Brooklyn Eagle. 


Some time ago I published the story of a concern who was 
trying to induce printers to put in ink plants, and would teach 
any ordinary man capable of earning $2 a day how to make inks 
as good as any manufacturer. 

This scheme being a failure, they concluded to start their 
own ink plant and undersell every house in the trade. Fora 
while they seemed to be quite busy, but last week the bubble 
burst, and their creditors are now looking for them in vain. 

They collected everything in sight and quietly departed for 
other fields. This is a case where theory was plentiful and 
practical knowledge very scarce. I have seen several similar 
cases in my short career in the trade, and most of them were 
buoyed up thinking there were millions in printing ink, 

My prices struck bottom, and any concern that tries to sell 
below them and give credit will sooner or later travel the same 
road as our runaway competitors. My success was not attained 
in one day or one night, and if I did not give one dollar’s worth 
of ink for one dollar I would have been chased out of the 
business long ago. Seventy-five thousand orders, every one 
accompanied by the cash, from seventy-five hundred different 
concerns located in all parts of the world, and secured without 
the aid of salesmen, is a seven years’ record which has never 
been equaled, and probably never will be repeated in the 
ink line. 

Send for my price list, and if you are skeptical try me on a 
small order. Money back if dissatisfied. 


ADDRESS 
n 


Printers Imk Jonson, 


17 Spruce Street, New York, 
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Here is an ad that ought to have 
been very effective. It was print- 
ed in the early days of the ma- | 
chinists’ strike that is still on in 
some sections of the country, and 
akes an indirect but timely ap- 
neal to the self-interest of every 
union workman. 

Probably it did not effect many 
immediate sales to union men who 
were out of work, and it surely | 
should have contained some pric- | 
es, but it must have made a fa-| 
vorable and lasting impression on 
every union workman who read it, | 
winning his good will at once, and | 

e1itually his patronage. | 

\lways take advantage of eer | 
ocal event that can be turned to 

ount in the advertising way | 
with a likelihood of profit and 
without risk of giving ‘offense. 


Union Machinists 





And every other union 
man. This is just as much 
for a hatter, a barber or 
aker as for the machinists. 

Ilave you the union label 
in your clothing? Ever give 
it much thought ? 

Didn't think you could get 
1 good suit with a label un 
less it was made in a tailor 
shop? 


Ever see our line of suits 
with the label on every piece 

coat, vest, pants? 

Ever see any better it | 
come out of a tailor in 
than comes out of this store? | 

Ever find any better goods | 

| 


it our prices anywhere? 
Think it over. Look our 
suits over. Buy one and 
see what a comfortable feel 
ng will prevail on your 
nind _and your back. | 


men Will Ask “How Much?” 


Beautiful Bedding 


Let others cry “cheap mat 
resses’—if they will—-we'll | 
have none of it. We're af 
ter those sane souls who like 
to rest well o’ night. Eu 
reka Felt Mattresses are a 
lagic remedy for insomnia 
We’ re sole agents here. 





All right. 
| Low Priced 
Lace Curtains 


This is a series of remark- 
able values In fresh, beauti 
ful lace curtains. They are 
this season’s newest, hand- 
somest styles, and, at these 
low prices, will appeal irre 
sistibly to all women who 
are putting their houses in 
summer garb. This word of 
kinds and prices: 











Carries Conviction. 


Comfortable 
Summer Shirts for 


Careful Dressers 

Correct to the buttons, 
well made, perfect in de 
tails, of choice colorings and 
stylish materials. No re 
strictions as to choice, for 
we've more negligees than 
any half dozen stores within 
an hour’s automobile ride of 
the city hall. 

Absolutely the best fifty 
cent lines, the best dollar 
lines and the best dollar and 
a half lines on the market 
to-day, and a money-back 
guarantee with every shirt 

Men's negligee waists that 
are a success. 








Good Argument. 


Chiffonniers 


Each time the seasons 
change the drawer space in 
the home needs enlarging. 
Winter things must now be 
put away, and room must be 
provided for summer = gar- 
inents. 

We show at all seasons of 
the year a particularly good 
issortment of these useful 
pieces of furniture, the 
“chests of drawers” of our 
grandmothers’ days; but bet 
ter made and finished than 
they were in the olden times 
The variety of woods is large 
and the range of price equal- 
ly so We have four pat- 
terns in oak, a total of sixty 
six pieces, that are very good 
value at each prica We 
give a word of description: 











Right on Time. 
For Currant and 
Rose Bushes 


we suggest slug shot 


you'll need it soon—proba 
| bly need it now. There's 
nothing quite equals slug 

| shot for an all-around, gen 
| eral-use bug and insect killer. 
25c bag—5 Ibs.—will 

he enough for most all gar 
den and yard uses during 
the entire summer, and it’s 
practically free from all dan 
gers in its use. It may be 


sprayed or dusted on plants, 


| bushes or trees, and_ serve 
} most every purpose Of paris 
green and London _ purple 
without their dangers. 
| We sell paris green and 
| London purple, if you pre 
fer it. 
We sell the good kind of 
spraying pumps, and dusters, 
Here's a Happy Headline, Followed by 


Good Matter. 


Necessity is the 

Mother of the 

Blue Serge Suit 
and 


ing now. 
There 


° 91 
Is Cail 


necessity 
are other light 
weights in summer clothing, 
but nene more dressy 
popular as the blue serge 
Our $7.50 blue serge sits 


or so 


are all wool and guararteced 
to hold their coler to a fin 
ish 
The $10 grade is no bet 
ter shade—better fabric 
$12 and $15 is our charge 
for the best there is. 
Excellent, but the Price Should Have 
3een Printed. 


David Murders 
the Roaches 


He does it with Roachell, 
} a new exterminator. 
Roachell draws the roaches 
from their hiding places. 
It brings them out to the 
surface. 
one of them remain to 


breed and multiply. 
You make but one applica 
tion of the remedy. 


There is no recurrence of 
4 the pest after that 
It’s a brand new, twen 
tieth century article 


It puts all other bug killers 
in the shade 


PRINTERS’ 


INK. 


Conve 








ys the idea of cool comfor 


Night Gowns for 
Summer 

Night 
and _ cool 
these giv promise 
gating the evils of 
hot summer night. Although 
not usually susceptible to 
marked _ style-changes, the 
present gathering includes a 
distinct novelty, the ‘‘chem 
ise night which 


Gowns 
In 


as. dainty 
appearance 
of miti 
many a 


as 


gown,’ goes 
on over the head, surplice 
fashion. The low neck and 
absence of buttons bespeak 
comfort for the wearer. Pric 


es run like this: 





Imperial Mowers 


Are Made to Mow 


made mow easily, 
and they do, made to mow 
with a continuous clean cut, 
leaving the lawn free from 
the “‘corrugated”’ surface left 
by other mowers. 

Che axles of the revolving 
cutters, like the axles of a 
bicycle, work in “‘ball-bear 
journal boxes. These 
are made of the finest 
and will last for years 
They reduce friction to the 
lowest point and greatly re 
duce the noise in running 

We guarantee the Imperial 


to 


ing” 
parts 


steel 





sall-Bearing’’ Mower to be 
the best, most durable, and 
the easiest working mower 


on the market, and while the 
price may be a little higher 


than those mowers simply 
made to sell, yet in the end 
you'll find these much cheap 
er. You ought to see the 
Imperial before you buy a 
mower. 

Seems Thoroughly in Earnest. 


Pure Fresh Jellies 
We think 
here in our store 
jellies ever put into a glass 
They are made by Lutz & 
Schramm, of Alleghany, and 


right 
the finest 


we've got 


there isn’t an atom of any 
idulteration in 100 bottle 
f them—nothing but pure 


fruit and pure sugar. 

We earnestly advise a trial 
of these wonderfully good 
jellies because we know there 





won't be a shadow of a kick 
ming—-25 cents a bottle 
Fine Midget Pickles. pack 
ed plendidly. fine tasting 
ne cents a_ bottle 
don't forget t 
here where strawberri« 
top fresh every day 
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During the summer men, women and 
children suffer from the heat. They 
lose appetite, activity and sleep. Nerv- 
ous prostration is a frequent occurrence 
during thesummer. It is during this 
debilitating summer heat that Ripans 
Tabules do a world of good. They re- 
store and maintain the healthy action of 
the stomach, the liver and the bowels. 
They cure constipation, indigestion and 
sickheadaches. They restore appetite and 
sound, natural sleep. Do not fail to take 
Ripans Tabules for self and family 
whether you are at home or on a vacation. 


My little daughter, aged ten years, has since her birth been bilious. Her stom- 
ich was very weak, She kept growing worse. as each year passed, until her tenth 
birthday. She was thin, her complexion of a dark brown color. She suffered with 
terrible headaches and spells of nausea. She was constantly hungry, but as soon as 
she ate anything she would be sick. and could not retain her food. She suffered 
always. In November we took her from school and up to that time she had never 
hada regular movement of the bowels We had tried various laxatives and had five 
doctors to treat her. Finally we tried Ripans Tabules for her. In a short time the 
improvement in her condition was noticeable Now she is a rosy cheeked, healthy 
child, thanks to Ripans, weighing 98% pounds. She not only retains her food 
but sleeps well, her bowels are in perfect condition and I feel we cannot praise 
Ripans Tabules too highly. I buy them now by the dozen packages. All of our 
family take them, and would not be without them for anything. Mrs. Alice IT. Bur- 
roughs, 868 Highland Ave., West Philadelphia, Pa., May 8, 1901. 


There is scarcely any condition of ill health that is not benefited by ths 
occasional use of a R-I-P A-N-S Tabule, and the price, ten for five cents, does not bar 
them from any home or justify any one in e nduring ills that are easily cured A 
family bottle co ntaining 150 tabules is sold for 60 cents. For children the chocolate- 
coated sort, 72 tor 25 cents, are recommended. For sale b y druggists, 
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A GAIN OF OVER 256 COLUMNS IN 
ADVERTISING OVER THE CORRE- 
SPONDING MONTH LAST YEAR. 


That is the unequaled record of 


The Philadelphia 


INQUIRER 


And the grand total of columns printed in 
THE INQUIRER during the month is more than 
five hundred columns in excess of any other 
Philadelphia newspaper ! 

These are figures to make the advertiser 
pause and consider, for there is a strong reason 
for this. THE INQUIRER érings more and better 
results for advertisements than any other news- 
paper in Philadelphia! 

Look through the following comparative 
statement of the number of columns of adver- 
tising in the Philadelphia newspapers for the 
months of May, 19co and 1got. 


1901, 1909. 
INQUIRER, .. 2265 cols. 2009 cols. 256 cols. INC 
Record, . .. . 1762 cols. 1651 cols. 111 cols. Inc 
Press,. .. . . 1546 cols. 1468 cols. 78 cols. Inc. 
Ledger, . . 1330 cols. 1219 cols. 111 cols. Inc. 


North American, 1030 cols. 933 cols. 97 cols. Inc. 
Times, .... 724 cols. 809 cols. 85 cols. Dec. 


These figures are ail computed at the uni- 
form measurement of fourteen lines to the inch 
and three hundred lines to the column. 

Only three newspapers in the entire United 
States carry more advertising than the Philadel- 
phia INquiRER. They are the N. Y. Herald, 
the N. Y. World and the Brooklyn Zag/e. 

Advertisements in THE INQUIRER always 
bring positive results. The volume of adver- 
tisements printed proves this. 


THE PHILADELPHIA INQUIRER 
1109 Market St., Phila,., Pa. 
* NEW YORK OFFICE, CHICAGO OFFICE, 















































Nos, 86-87 Tribune Building. 508 Stock Exchange Building 
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